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Chicago society editors, announc- 
ing engagement of beautiful Gold 
Coast gal, played up the fact that 
“she was the first Chicago girl to 
appear in the Pond’s cream ads.” 
Proving that Pond’s was all the 
advertiser claimed for it? 


-- 


Raising the status of the testi- 
monial by featuring the records of 
their heroines in the society columns 
is going to make it difficult for ad- 
yertisers—they’ll be swamped with 
applications. 

vevey 


Walter Munroe points out that in 
recent Plymouth advertising the 
reader is urged to “go places, do 
things in style,” while the Hupmo- 
bile is recommended “for people who 
go places and do things.” This is 
evidently what is meant by the “De- 
troit school of copy-writing.” 
» |= 
“Going places and doing things” 
was so characteristic of the late 
whoopee era that maybe the con- 
servative automobile advertiser will 
have to restrict his appeals simply 
to those who want to go places. 
7. + 
The theme song for Ben Bernie’s 
broadcast in behalf of Blue Ribbon 
malt is “Drink to Me Only With 
Thine Eyes,” but Ben is evidently 
certain that the customers can take 
a joke. 
- + 
If the Democrats decide to put 
beer with pre-war authority back in 
circulation, just imagine the rush of 
advertising men to such centers as 
St. Louis, Milwaukee and Cincin- 
nati! The Century will once more 
Tun in two sections and the airplane 
companies will have to double the 
number of flights. 
v v 7 
Anyone with a set of bound vol- 
umes of The Western Brewer could 
sell out at a handsome profit by 
walking into the office of an agency 
executive and agreeing to part with 
the precious information on an ex- 
¢clusive basis. 


vy¥$eyV 


Wouldn't it be thrilling to pick up 
a paper some day and find out just 
why it was that brown bottles had 
to be used by a leading Milwaukee 
advertiser? 

~ 3 > 


The editor of Collier’s admits that 
he had to go to the dictionary to find 
out what a subscriber meant when 
he referred to him, the editor, as “a 
filthy trull.” There ought to be an 
idea in this for advertisers. 


+ wv 


BUCKLEY TELLS 
HOW 10 STRETCH 


Mail Users 


Homer J. Buckley 


Advertising Association. 
His advice is: 


giving special 


ratings and_ territorial 


as an imperative measure. 


a stamp is on the envelope. 
“3—Convert your’ general 


stamp and first class appearance. 


‘Advice of Shipments’ 
laneous 
ence wherever possible. 


POSTAGE FUNDS 


Gives Six Suggestions for 


Chicago, July 7.—Six methods by 
which direct mail advertisers can 
cope with the difficulties created by 


three-cent postage have been sug- 
gested by Homer J. Buckley, chair- 
man of the board, Buckley, Dement 
& Co., and chairman of the postal 
service committee of the Direct Mail 


“1—Revise and rebuild all your 
mailing lists at least twice a year, 
attention to credit 
selection. 
Eliminate waste and excess on lists 


More Brains Needed 
“2—Put more brains into your 
plans, copy, layout and _ printing. 


More attention to what’s inside the 
envelope, rather than what kind of 


first 
class mailings to third class and put 
the savings into an attractive, color- 
ful and appealing envelope to create 
reader interest, in lieu of the red 


“4-Use post cards instead of let- 
ters for ‘Order Acknowledgements,’ 
and miscel- 
routine office correspond- 


Dividend is Reduced 
in Order to Maintain 
Advertising Volume 


Chicago, July 7.—Maintenance 
of advertising is more vital to 
stockholders than payment of divi- 
dends in the present business situa- 
tion, directors of Colgate-Palm- 
olive-Peet Company ruled at their 
meeting Tuesday. 

Executives of the company trans- 
lated this sentiment into action by 
announcing a huge newspaper cam- 
paign to start about Aug. 1 in 278 
cities and towns, featuring a sensa- 
tional offer of a Gem micromatic 
razor and five blades with a tube 
of either Colgate or Palmolive 
shaving cream for 49 cents. 


The directors declared a dividend 
of 25 cents a share on common stock, 
payable July 25 to stockholders of 
record July 15. This compares with 
a dividend of 621/, cents per share in 
each of the two preceding quarters 
of 1932. 
: Basis for Policy 


“Over a long period of years and 
by the expenditure of large sums of 
money, the company has placed its 
brands in the forefront of the toilet 
soap, laundry soap and toilet article 
industry,” said Charles S. Dewey, 
vice-president in charge of finance, in 
explaining the company’s policy. 

“The management believes active 
business and prosperity will in due 
course return to the country and 
that as heretofore the public will 
seek the quality and reputation of 
those brands which have stood the 
test of time and with which they are 
familiar. 

“For this reason, the company con- 
templates continuing its advertising 
campaigns on a basis that,will hold 
the position of the company in the 
industry and the reputation of its 


advertised brands in the minds of 
the consuming public. 

“As no one can foretell for how 
long a period present conditions may 
last, the company intends to con- 
serve its resources and maintain it- 
self in a liquid position, believing 
that the carrying out of its program 
—even to the extent of reduced 
profits and dividends on the common 
stock—is the greatest ultimate serv- 
ice it can render to its stockholders.” 

The company’s salesmen are bus- 
ily engaged in getting distribution 
of the merchandise in anticipation 
of demand created by the advertis- 
ing to break the first of the month. 
The American Weekly will also be 
used. Magazines will not be on the 
schedule because of the time ele- 


ment. Lord & Thomas handles the 
account. 
The new combination, giving 


goods with an ordinary retail value 
of $1.50 for 49 cents, is expected to 
stimulate sale of other Colgate-Palm- 
olive-Peet products. Dealers buying 
$35 worth of assorted Colgate-Palm- 
olive-Peet goods will be allowed to 
buy six dozen of the combination 
packages. Dealers taking $50 worth 
will be allowed to buy one gross. 

It is expected that 3,000,000 com- 
bination units will be sold to the pub- 
lic, the possibilities being limited 
only by the number of Gem razors 
available to the organization. 

It is said that Palmolive shaving 
cream took the leadership in that 
field because of a combination deal 
featuring the Gillette razor some 
years ago. No less than 15,000,000 
combination sales were made at that 
time, it is asserted. 

The Colgate-Palmolive-Peet sales 
organization has been informed of 
the merits. of the Gem razor at spe- 
cial meetings attended by officials of 


the American Safety Razor Co. 


Last Minute 


News Flashes 


Gannon Heads Four A’s Radio Committee 

New York, July 8.—Charles F. 
been named chairman of the committee on radio broadcasting, American 
Association of Advertising Agencies. 


Gannon, Erwin, Wasey & Co., has 


He succeeds Howard Angus, 


Campbell-Ewald Get Entire U. S. Rubber Account 


Detroit, Mich., July 7.—Campbell-Ewald Co., which has directed ad- 


RATE REDUCTION 
IS ADOPTED BY 
MORE MAGAZINES 


Columbia Network Also 
Announces Cut 


New York, July 7.—T. Wylie Kin- 
ney, advertising manager of Pictorial 
Review, announced a reduction in ad- 
vertising rates and circulation guar- 
antee this week. 

Better Homes €& Gardens, Des 
Moines, Ia., also reduced rates dur- 
ing the week, following similar 
action last week by Curtis Publish- 
ing Co., Crowell Publishing Co., and 
Butterick Publishing Co. Meredith 
Publishing Co., publishers of Better 
Homes & Gardens, said there would 
be no rediction of circulation. 

Photoplay reduced rates 20 per 
cent and circulation guarantee from 
600,000 to 500,000. 

Columbia Broadcasting System has 
reduced rates on coast-to-coast pro- 


grams and on the South Atlantic 
Group. 


Pictorial Review’s guarantee is re- 
duced from 2,350,000 to 2,000,000; 
line rate from $12 to $10. Mr. Kin- 
ney’s announcement said: 


Seek “Natural Level” 


“Ever since the October, 1922, is- 
sue Pictorial Review has had a cir- 
culation of over 2,000,000 net paid 
each and every month, a record 
which no other woman’s magazine 
has equaled. We believe that this 
figure of 2,000,000 represents our nat- 
ural level. By ‘natural’ we mean 
that this level can be maintained 
economically and without expensive 
methods. 

“Realizing this, and recognizing 
that advertisers and advertising 
agencies alike wish to achieve not 
only lower rates, but more normal 
circulations, Pictorial Review at this 
time announces a reduction in its 
advertising rate and in its circula- 
tion guarantee, effective with the 
September issue. These new reduced 
rates based on a circulation guaran- 
tee of 2,000,000 net paid are as fol- 
lows: 

“Line rate, $10; black and white 
page, $6,500; tint page, $7,000; color 
page, $8,500; back cover, $11,000. 

“Also, instead of basing our new 
circulation guarantee on a yearly or 
six months’ average, we wish to go 
a step further—therefore, our new 
circulation guarantee is to be ap- 


vertising of United States Tires for three years, has been placed in charge 


‘ plied by the advertiser to the specific 
of the United States Rubber Company’s entire advertising program. The 


issue that he uses. 


People who are worrying about the 


“5—Where the appearance and ef- 
small per capita consumption of 


fect of first class postage is desired, 


coffee might ponder the fact that 
More money is being spent to adver- 
tise substitutes for coffee than to 
advertise coffee. 
y Vv: 2 

Uncle Sam could have taken the 
curse off the stamp tax on checks by 
the simple device of letting the fel- 
low who cashed the check pay fer 
the stamp. 


* FF ¥ ° 
“Laundry Owners Hold Clinic on 
Garment Brands.” 
Back in the dim past it used to be 
the customer who held the clinic. 
- & F 
The Favorite Nut Company oper- 
ates in Chicago, but so far as I 
know, Bert Lahr has nothing to do 
with it. 
Cory Cups. 


but the delivery service of that 
classification not required, use the 


red 
signed 
velope. 


special postage-saver 


off 


first class 3-cent stamp.” 


“Review” by Messenger 

New York, July 8.——With a possi- 
ble saving in postage, Lee Ellmaker 
will deliver the August issue of Pic- 
torial Review by Western Union mes- 
senger in Brooklyn, 
Council Bluffs. 


2-cent stamp with a_ well-de- 
en- 
It will be a long time before 
the effect of the 2-cent red stamp, as 
a badge of first class mail, will wear 


“6—The use of two brown %-cent 
stamps (total 1 cent) on your mail- 
ings is another attractive and pleas- 
ing way of creating an impressive 
mailing piece, in lieu of using the 


Omaha and 


by Macfadden Publications, Inc. 


creative work since Jan. 1, 1932. 


Telegraph Co., San Francisco, was 


for the 1933 convention. 


first campaign for a product other than tires will be on rubber footwear, 


“Liberty” Makes $103,222 in Five Months 


New York, July 8—Liberty Publishing Corp. made a net profit of 
$103,222 during the first five months of 1932, President O. J. Elder an- 
nounced. This figure will probably be exceeded for the six months end- 
ing June, 1932, the second full six months’ period of “Liberty’s” ownership 


Burnett Is Vice-President of Erwin & Wasey 


Chicago, July 8.—Leo N. Burnett has been appointed vice-president 
of the Chicago office of Erwin, Wasey & Co., in charge of creative work. 
He has been with the agency 18 months and has had general charge of 


Folger President of Coast Clubs 
Vancouver, B. C., July 8—Walter A. Folger, Pacific Telephone & 


elected president of Pacific Adver- 


tising Clubs Association at its annual meeting. Sacramento was picked 


“These new rates based on our 
guarantee (and guarantee or rate 
bases are obviously the only definite 
circulation figure that can be used 
in computing actual costs) place us 
in the most favorable position in our 
field. 

“Pictorial Review was the first 
woman’s magazine to realize that cir- 
culation and rate adjustments were 
necessary to meet present business 
conditions, and reduced its rate ef- 
fective with the October, 1931, issue, 
reducing its circulation guarantee 
moderately at the same time, for we 
believe that an arbitrary reduction 
in advertising rates by a publisher is 
economically unsound unless there 
are compensating reductions in costs. 

“We are decreasing our costs by 
reducing our guarantee, thus elim- 


inating high cost subscription en- 
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deavor. As far as the book itself is 
concerned, the reader is getting far 
greater value today than ever before 
and will continue to do so, for it is 
the belief of our publisher that ‘the 
first obligation of a publishing house 
is to constantly better the book.’” 

Effective with its September issue, 
Photoplay has reduced its page rate 
from $1,700 to $1,360 and the line 
rate from $4.25 to $3.40. The circu- 
lation guarantee is 500,000 instead of 
600,000 as heretofore. 

Said the magazine: 

“Photoplay conceives it to be the 
advertising fraternity’s want: 

“To eliminate waste circulation in 
favor of concentrating sales to 
people who have the money to buy 
the things they desire; 

“To reduce advertising rates to 
the lowest point consistent with a 
well-to-do and responsive circula- 
tion; 

“To build circulation through a 
sound and not-too-economical edi- 
torial program, rather than through 
costly and wasteful methods of cir- 
culation promotion.” 

Announcement by Columbia Broad- 
casting System, made through Hugh 
K. Boice, vice-president in charge of 
sales, said: 

“Effective Sept. 1, we will reduce 
rates on coast-to-coast programs. 

“The circuit charge for hooking up 
the Don Lee Coast Unit with the 
Columbia Basic Network will be 
eliminated. This charge of $250 per 
program in the evening and $125 per 
program for broadcasts prior to 
6 p. m. Pacific Coast time has been 
in effect to cover the cost of lines 
necessary to connect Denver and 
Salt Lake City with the Pacific 
Coast. 

“In addition to the elimination of 
this circuit charge, the rates on Den- 
ver and Salt Lake City will be re- 
duced from a base of $250 an hour 
to $190 an hour evening time. 

“Due to more network programs 
on stations of the Columbia South 
Atlantic Group, the quarter-hour 
rate has been reduced on these sta- 


tions. The evening rate for Miami, 


Orlando, Savannah and Tampa will 
be reduced from a totai of $453 to 
$283 and from $228 to $141 for day. 


Meredith’s New Rates 


Des Moines, Ia., July 7.—The new 
page rate of Better Homes @€ 
Gardens, effective with the October 
issue, is $4,050, compared with $4,275 
heretofore. Two columns (300 lines) 
will cost $2,700, compared with 
$2,850, and one column, $1,350, com- 
pared with $1,425. 

Black and one color, run of paper, 
will be offered at $4,650; two colors 
at $5,150; four colors, $6,400; sec- 
ond and third covers, $6,400; fourth 
cover, $7,900. The line rate is un- 
changed at $9.50. 

“The reduction in rates is even 
greater than it appears,” said Ed F. 
Corbin, vice-president. “Former 
rates were based on 1,375,000 net 
paid. Better Homes & Gardens’ cir- 
culation has increased annually for 
three years and net paid totals for 
the first five months of 1932 indicate 
the six months’ average will be ap- 
proximately 1,415,000.” 


Kidnapped Youth Son 
of Refrigerator Maker 


Haskell Bohn, 20-year-old youth 
whose abduction July 1 caused na- 
tion-wide comment, is the son of 
Gebhard C. Bohn, president, Bohn 
Refrigerator Co., St. Paul. 

The youth was returned to his 
home unharmed Wednesday. 


Spanish Network 
May Help Radio 


The Department of Commerce be- 
lieves new opportunities for Ameri- 
can radio manufacturers will be 
created by Spain’s plans to establish 
a network of broadcasting stations. 

American radio sets are the most 
popular in Spain, it reports. 


Plan Outdoor Meet 


The annual meeting of Outdoor 
Advertising Association of Colorado 
will be held at Denver Aug. 6. 
Jeseph Quinn, of Grand Junction, is 
president. 


A. H. SCRIBNER 
DIES SUDDENLY: 
ACTIVE TO END 


New York, July 7.—Arthur Haw- 
ley Scribner, president of Charles 
Scribner’s Sons, New York book and 
magazine publishers, died suddenly 
at his home in Mt. Kisco, N. Y., July 
3. He was 73 years old. 

Like his brother, Charles Scribner, 
who died in 1930, he was always ac- 
tive in the affairs of the company, 
and was at his office as usual on Fri- 
day, showing no signs of illness. He 
was a son of the founder of the pub- 
lishing house. 


Immediately after his graduation 
from Princeton, he entered the busi- 
hess and was with it continuously. 
He was vice-president for many 
years until his election as president 
in 1928. 

The beginnings of the present firm 
were laid in 1840 when Mr. Scrib- 
ner’s father Charles, and Isaac D. 
Baker started the book publishing 
house of Baker & Seoribner. The 
name was changed to Charles Scrib- 
ner when Mr. Baker died in 1848, 
and some time later was made 
Charles Scribner & Co. 

In 1865 the firm brought out the 
first issue of House and Home, a 
monthly magazine, which was sup- 
planted in 1870 by Scribner's 
Monthly. The older Mr. Scribner 
died in 1871 and the firm was reor- 
ganized again. 


Sell First “Scribner’s” 


Another son, J. Blair Scribner, 
died in 1879 and soon afterward the 
present Charles Scribner’s Sons was 
founded, with Charles and Arthur H. 
Scribner as partners. In 1881 Scrib- 
ner’s Monthly was sold to a new cor- 


HE price - cut- 
ter does an in- 
justice to the people 


ucts. Everyone 
knows that a_busi- 


ness cannot survive 
without profit, which 


price policy means 


dealing with a firm 


tell the price-cutter 


who buy his prod- . 


means only one thing—that the 
price-cutter obtains his profit 
through cheapened materials and 
cheapened workmanship. 
does not lower his standards, his 


step nearer to bankruptcy each 
time it receives an order? 


It is time to call a halt—time to 


JAHN & OLLIER 


If he 


self destruc- 


tion; and who can find wisdom in 


that takes a Absolute 


that he is a you 


Telephone MONroe 7080 


819 West Washington Boulevard 


broken spoke in 
the wheels of in- 
dustry—time to pre- 
= serve standards of 
workmanship that 
have always gone 
hand in hand with 
the desires and de- 
mands of the American buyer. 


There will always remain a reason- 
able price for a quality product in 
photo engraving, and any other 
kind of photo engraving, regard- 
less of price, is a total loss. 


integrity, 
quality and fair prices are three 
rules that govern our business. If 
that is what you want for your 
money, we shall be happy to serve 
anytime, anywhere. 


ENGRAVING CO. 
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Nineteenth hole in tournament of Minneapolis Advertising Club. 

Showing interest in their mugs are Carl Edblom, Herman, Inc.; Felton 

Colwell, Colwell Press; Carl Peterson and C. R. Hardinger, Paper 
Supply Company. 


poration and its name changed to 
Century Magazine. 

By the terms of this sale, no com- 
peting publication could be started 
for five years, but in 1887 the first 
issue of Scribner’s Magazine, which 
is still published by the firm, was 
issued. 

Arthur H. Scribner was credited 
with creating much of the American 
audience for such writers as George 
Meredith, Robert Louis Stevenson, 
Sir James Barrie, and John Gals- 
worthy, and also with aiding in the 
development of Richard Harding Da- 
vis, John Fox, Ernest Hemingway, 
Will James, and others. 

Mr. Scribner devoted much of his 
time to the affairs of his university, 
serving as president and counsel of 
the Princeton Club of New York, 
among other offices. 

He was a member of Grolier, Uni- 
versity and Century Clubs, New 
York, and a member of the executive 
committee of the New York City Mis- 
sion and Tract Society. 

Mrs. Scribner, the former Helen 
Culbertson Annan, survives. 


Westinghouse Shifts 
Merchandising Men 


Frank Kohnstamm, director of 
merchandise, Westinghouse Electric 
& Mfg. Co., Mansfield, O., has been 
appointed assistant to C. E. Allen, 
commercial vice-president. R. E. 
Imhoff, former manager of the ap- 
pliance division. has been named 
sales manager of the merchandising 
department. 

S. H. Pittman has been appointed 
merchandising advertising manager 
and R. C. Cosgrove becomes manager 
of the refrigeration division. C. C. 
Wilmot, formerly of Fuller & 
Smith & Ross, succeeds Mr. Cosgrove 
as manager of sales development and 
education. 

N. L. Myers, former merchandise 
manager of the Buffalo office, suc- 
ceeds Mr. Imhoff as manager of the 
appliance division, and Reese Mills 
continues as manager of the range 
and water heater division. 


“Drug Topics” Issues 
Special Tax Section 


Drug Topics, New York, issued a 
special 60-page section with its cur- 
rent issue listing 6,000 drug store 
items which are subject to new taxes. 

The list, prepared by National 
Wholesale Druggists’ Association, 
gives the amount of the tax and sug- 
gests wholesale and retail prices 
necessary to afford a profit. 


G. E. Plans Tests on 


Heaters, Conditioners 


General Electric Co. is selecting 25 
towns within 200 miles of New York 
for test campaigns on a new oil 
heater and an air conditioner to start 
within a month. 

Batten, Barton, Durstine & Osborn 
is the agency. 


Coughlin Big Chief 

D. M. Coughlin, president, Min- 
nesota Editorial Association, was 
made a chief of the Roy Lake band 
of Chippewa Indians at the summer 
outing of the Red River Valley sec- 
tion of: the association. His new 
name is Mah-Chi-Ma-Nee-Do. 


Compo Family 
Uses 48-Page 
Color Insert 


Boston, Mass., July 7.—Compo 
Shoe Machinery Corporation and its 
licensees took a 48-page insert in 
color in the current issue of Boot and 
Shoe Recorder to impress on dealers 
the merits and salability of footwear 
made by this process. 

Five pages were taken by the com- 
pany and the remainder by manufac- 
turers operating under licenses. The 
issue was that preceding the Boston 
Shoe Fair July 11-13. 

“In January, 1929, August, 1930, 
April, 1931, and March, 1932,” said 
the company in part, “we published 
notice and warning that infringe- 
ment suits would be_ instituted 
against any unauthorized users of 
the trade-mark, Compo. 

“To date not a single unlicensed 
shoe manufacturer has used this 
mark on shoes. CompO and Compo 
are the same. The trade-mark con- 
sists of ‘Compo’ and is not limited to 
any particular form of lettering. 

“Compo Shoes are made with 
Compo Machinery, Compo Cement, 
Compo Softener and Compo Cleaner.” 

On another page, the company said 
83 manufacturers with 160 machines 
produced 10 million pairs of Compo 
shoes in 1931 while 1932 production 
will be 25 million pairs. 


“American Freeman” 
Issue Destroyed 


The entire June 25 issue of the 
American Freeman, socialist pub- 
lication of E. Haldeman- Julius, 
Girard, Kan., has been destroyed by 
postoffice authorities. 

It is alleged that an article in this 
issue brought the publication under 
the provisions of the statute prohib- 
iting advocacy of insurrection and 
armed resistance to Federal author- 
ity. 


Four Italian Ocean 


Lines Consolidated 


The Italian Line has been formed 
by the merger of Cosulich Steamship 
Line, Navagazione Generale Italiana, 
N. G. I. Line and Lloyd Sabaudo 
Line. 

Angelo Lauria is advertising man- 
ager, with offices at 1 State St., New 
York. Wendell P. Colton Co., New 
York, directs the account. 


Beckman Is Editor 


James W. Beckman, public rela- 
tions counsel for Copeland Products, 
Inc., Mt. Clemens, Mich., has been 
appointed editor of A. B. C. Maga- 
zine, official organ of National As- 
sociation of American Business 
Clubs. Headquarters of the associa- 
tion will be moved to Detroit. 


Witmer Wins Tournament 


Joseph M. Witmer won the annual 
golf tournament of Minneapolis Ad- 
vertising Club by beating Ed Wippler 
and Sam Nelson in the play-off. C. A. 
Peterson scored the most pars, and 
Carl Edbloom was judged the best 
dressed golfer. 
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{CAN | SEE THE 
COLLEGIATE 
MODEL IN THE 
“Boy S PRIDE" 


GEE, | CAN HARDLY | fRemEMBER | Y 
WAIT TO READ THE| | AFTER You 

NEW EPISODE IN | |COMES ME, 
|THE SERIAL. [> 


Hot DoG! wuHaTt | 

SWELL SHOES. I'LL 

GET MEA PAIR 
TOMORROW. 


SORRY, SON, 
WE DONT 
CARRY, 
“BOY'S PRIDE 
All 


His own magazine to a boy is far more than any 
magazine to an adult. It is the boy’s intimate friend, 
his pal, his guide in early life. Nearly one million 
boys buy a juvenile magazine each month—three mil- 
lion readers! 


Remember, practically every word in every issue of 
the OPEN ROAD for BOYS Magazine is read every 
month, every word of every ad! Merchandise adver- 
tised in boys’ magazines becomes at once the raging 
vogue among boys everywhere, is intensely yearned 
for. 


Tell the boys “Go to nearest dealer” and they think 
you mean it. They go, be the dealer miles away, not 
a few, but an army, hundreds of thousands! Given 
a worthy product, with some new angle to arouse 
curiosity, boys’ magazines can any month produce 
100,000 coupon replies ! 


HERE'S WHAT WE WANT, 

MR. HAWKINS, THESE 
HERE WITH THE 
BRASS EYELETS. 


é 


— 
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\GEE WHIZ,B0YS 
J I'M SORRY. 
YOURE THE TENTH 


LOT OF KIDS IN 
HERE TODAY FOR 


Mi 


“BOY'S PRIDE SHOES 


Try to foist a substitute on the boys! Just you try 
Mr. Dealer. Boys would consider the acceptance of 
a “just as good” as downright disloyalty to their 
friend, their magazine; the offering of a substitute as 
a personal affront. 
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If boys want something there’s no stopping them 
short of the goal. Doesn’t your own boy get what 
he goes after? Persistent rascal, isn’t he? But he 
gets. Boys eager to buy will hound a dealer, pester 
a dealer, argue a dealer—until he stocks the goods. 


—l 


ITS THAT AD IN 


OPEN ROAD FOR 
BOYS MAGAZINE 
THAT STARTED 

THIS STAMPEDE. | 


Advertise in boys’ magazines and you sell goods. If 
the dealers don’t stock your goods they soon will— 
because of mass boy pressure. You never saw any- 
thing like the pressure three million boys can apply. 
And remember, too, even nowadays, nobody likes to 
deny the kids. 


BOSTON 


E. A. Piller 
130 Newbury St. 


CHICAGO 


James T. Carr 
307 N. Michigan Ave. 


ROCHESTER 


Paul F. Herrick 
823 Powers Bldg. 


LOS ANGELES 


Hallett E. Cole 
846 So. Broadway 
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Where Is Next Year’s Business 
Coming From? 


The action of the Colgate-Palm- | 
olivePeet Company in reducing the 
dividend on its common stock in| 
order to maintain its advertising has 
attracted widespread attention. It is 
so significant—especially in view of 
the reason given by the company for 
its action—that it deserves discus- 
sion and emphasis. 

In explaining the reason for the 
maintenance of its program of ad-| 
vertising, Charles S. Dewey, vice- | 
president, said: “The management 
believes that active business and 
prosperity will in due course return | 
te the country. For this reason, the 
company contemplates continuing its 
advertising campaigns on a basis 
that will keep the position of the | 
company in the industry and the | 
reputation of its advertised brands 
in the minds of the consuming 
public.” 

This statement is one that should 
be pondered by executives in all com- 
panies, and especially those the num- 
ber of whose stockholders is large, 
and in which the maintenance of the 
dividend rate is an important factor. 
The stockholders are properly con- 
cerned with current dividends and 
earnings, but they are equally con- 
cerned with those which are to be 
recorded next year and the year 
after, and the foresighted company 
which has built a leading position 
through advertising knows that 
there is only one way by means of 
which it can be maintained. 


| drawn. 


In a highly competitive field, such 
as that in which the Colgate-Palm- 
olive-Peet Company is operating, 
good-will and brand acceptance are 
absolutely necessary. The trade car- 
ries the goods the public wants, and 
the public wants the goods that are 
advertised, because they are best 
known and appreciated. If advertis- 
ing is dropped or seriously curtailed, 
public interest and demand are 
usually transferred to some other 
product, concerning which the public 
is being kept up-to-date. 

It is the history of many good 
products which have enjoyed high 
favor at one time or another in their 
careers that they have gradually slid 
down and almost out of public knowl- 
edge and acceptance when the arlver- 
tising that kept the spotlight of 
public interest upon them was with- 
Other products, perhaps no 
better, but simply better advertised, 
got the attention cf the public as a 
result of vigorous and intelligent 
publicity, and the business went in 
that direction. 

Stockholders of the Colgate-Palm- 
olive-Peet Company, while they may 
regret the reduction of the current 
dividend from 621% cents to 25 cents 
a share, should congratulate them- 
selves and the company upon having 
a management which is looking to 
the future, and which is determined 
to protect the greatest asset which it 
possesses—public good-will for its 
brands through advertising. 


Can the Agency Commission 
Be Discussed ? 


Is there any good reason why the 
subject of the agency commission 
should not be discussed—fully and 
frankly? 

It seems to be one which is prac- 
tically taboo—although it is one of 
the most important factors in the 
advertising business. The position 
of ADVERTISING AGE is that the 
agency commission system has 
worked, and that in the absence of 
some better method of compensation, 
the burden of proof is on the critics 
and opponents of this system. 

However, Alfred P. Sloan, Jr., 
president of the General Motors Cor- 
poration, may have other ideas in 
mind. In a recent statement he 
seems to put the onus on the pub- 
lishers of the country when he says, 
“The relationship established by the 
publishers with respect to the adver- 


tising agency is unsound, uneco- 


nomic and unfair.” He refers again 
to the “inequities” of the present 
system. 

Large advertisers like the General 
Motors Corporation owe it to them- 
selves as well as to the advertising 
business to make their views on this 
subject clear. If they have a better 
method to suggest to publishers, the 
latter, who have simply inherited a 
system which has been in effect ever 
since advertising became a business, 
will certainly consider it. 

Agencies are convinced that the 
commission system, because it sup- 
plies an incentive which has resulted 
in continuous creative advertising 
work being done, is the most satis- 
factory that could be devised. So 
far, no one has made out a good case 
for some substitute system—but if 
there is one, there seems to be no 
reason why it should not be pre- 
sented, examined and discussed. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


371. Factors of Reader Interest in 


261 Advertisements. 


Liberty has issued this supplement 
to the original Gallup survey. The 
new report is not presented as a 
complete answer to the problem of 
attention value, nor even as a guar- 
anteed trend, but rather a simple 
mathematical tabulation of the num- 
ber of persons who actually remem- 
bered seeing each of the advertise- 
ments in the 24 magazines studied. 
Some of these tabulations show lit- 
tle that is useful. Others offer con- 
clusions apparently striking and 
worthy of study. Since the print 
order for the supplement was only 
1,000 copies, the supply threatens to 
become exhausted very shortly. 

a 
297. A Lift to Market. 

This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


403. Increasing the Load. 


This is the second edition of a 
book issued several years ago by 
McCall Company and which proved 
a valuable aid to marketers of elec- 
tric household equipment. The first 
edition reported in detail purchasing 
methods and sale practices of cen- 
tral stations and locations of their 
retail stores, believing this was war- 
ranted by the great volume of busi- 
ness done by electrical utilities. The 
present volume omits discussion of 
merchandising activities, but  pro- 
vides a detailed listing of 4,290 cities 
and towns in which central station 
stores are located and the number of 
domestic lighting customers in each. 
Records are also provided for the 
5,086 cities and towns in which 
utilities maintain no stores. 


404. Sales by Jewelry Stores in the 
United States. 


Jewelers’ Circular has provided an 
elaborate break-down of reports is- 
sued in the recent census of distri- 
bution. It provides the following 
figures for each city: Population, 
total commodity sales, number of 
jewelry stores, net sales of jewelry, 
average sales per capita, and other 
figures. New York State is shown 
to buy 22.52 per cent of all jewelry 
sold, Pennsylvania coming next with 
8.62 percent, and Illinois third, with 
7.03. From the per capita view- 
point, New York still leads, but is 
followed closely by District of 
Columbia. Rhode Island is third 
and Massachusetts fourth. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing ad- 
vertisers superior results. Altogether 
a unique and interesting analysis of 
the boy market—extremely worth 
while sending for. 


——— 
—————as 


THE DAILY ROUTINE 
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"It's O. K., officer, we're advertising men doing a little end-to-end 
statistics." 


—New York Daily Mirror. 


Voice of the Advertiser 


Different Talk 
to Golfing Public 


To the Editor: We of course, all 
of us in our organization, religiously 
read your paper and we are very 
much interested in the manner in 
which you keep up-to-date on things 
that are happening in the advertis- 
ing world. 

The writer thought you would be 
interested in rather a new form of 
advertising. Since 1921, when The 
Reddy Tee was first invented, the 
original golf tee of the world, we 
have followed a certain line of ortho- 
dox advertising procedures but re- 
cently we made up our minds that 
because of the many thousands of 
infringements on our original pat- 
ents, that we would talk to the golf- 
ing public in a different way, so we 
started the ball rolling with an ad- 
vertisement in the United States 
Daily. 

We are enclosing a copy of this 
paper for what we believe will be 
your interested perusal. 


ERNEstT E. LOWELL, 
Pres., Reddy Tee Co., 
New York City. 
* ¢ 8 


Following Readers 


in Every Vicissitude 

To the Editor: Mr. Morton Ham- 
burger has had a subscription to Ap- 
VERTISING AGE which has either ex- 
pired or has never been forwarded 
to his new address. It was mailed 
originally to the Hotel Annapolis in 
Washington, D. C., but for the past 
three weeks he has been at the Jew- 
ish Hospital, Classon Avenue, Brook- 
lyn, N. Y. 

If the subscription still holds good, 
please send ADVERTISING AGE to the 
hospital. If it has run out, please 
send me a bill for a new subscrip- 
tion, but see that your subscription 
department immediately sends the 
copy to Mr. Hamburger at his new 
address, and continues to send it 
there until further notice. 


S. A. LEvYNE, 
Joseph Katz Co., New York City. 


7, FF F 


Getting Spot News 
to U. S. Golfers 


To the Editor: The manufacturer’s 
tax recently levied by Congress has 
certainly presented some real prob- 
lems to the manufacturers who are 
taxed. 

I have observed with no little in- 
terest the various selling tactics 
adopted by local retailers who suc- 
cessfully combated the tax idea or 
even used its absorption as a selling 
wedge. 

Possibly you will be interested in 
our method of handling the tax on 
sporting goods, which is 10 per cent. 

Our decision to absorb the tax 
came late in the month of June, 
making it impossible to announce 
this piece of news to consumers in 
the July issues of general magazines. 

Therefore, we made this announce- 
ment to our trade, through trade 
papers. We then changed the copy 
of the trade advertisements to fit 
consumer appeal and produced post- 


APPEAL TO GOLFERS 


LET'S HAVE COMPETITION 
IT’S THE LIFE OF TRADE 
BUT NOT BUSINESS PIRACY! 


Fair competition spurs produce — begitimate claim upon the busi- 
lenquall d mark ivi hs on athe tienen dh 


hh stabilize prices and profits to 
the common advantage of pro- 
ducer and consumer, 


wai 
underselling, are altempting to 
divert what business they can 
their way. 

‘This is NOT competition! It is 
business piracy... a destructive 
force that not only tends to de- 
stroy existing profitable mar- 
kets but which will also eventu- 
ally defeat those who practice it. 

This reign of terror to honest 
business enterprise can be pre- 
vented. The fate is in the hands 
of you, the consuming public. 

It is to your own advantage 
nat to be duped by the state- 
ments of unfair competition, 


However, competition, vital 
trade stimulus thet it is, can be 
carried beyond the pale of legiti« 
mate enterprise. It can become, 
not on advantage, but a detes- 
rent to business progress... 0 
business pirate to imperil the 
trade routes toa new prosperity! 

By encroaching upon the 
markets made, built up and 
served by industrious manufac- 
turers, many manufacturers of 
inferior merchandise with no 


‘This is why The Reddy Tee Co., lar. manuseeturers of the original 


AFTER ALL IT’S A MATTER OF REAL SPORTSMANSHIP 


The Reddy] Jee Co., Ine. 


Offices 
New York City 


Executive 


38 East 23rd Street 


ers, which were given prominent 
position in stores throughout the 
country. The posters were headed, 
“Free as the Rain,” and they said 
there is no change in price or quality 
of Hagen products. 
E. M. CHAFFEE, 
Mer. of Adv., L. A. Young 
Golf Co., Detroit, Mich. 
v v Vv 


“Pioneer Reduction” 
Claimed by “Digest” 


To the Editor: I knew you would 
have a leading story on the recent 
rate reduction, and read it with great 
interest in your July issue. 

I need hardly say that I was some- 
what astonished and no little dis- 
appointed to see in this article no 
mention whatever of the pioneer 
rate reduction in the magazine field 
—a drop of 25 per cent made by The 
Literary Digest back in last October. 

This was the first rate reduction 
accompanied by a circulation guar- 
antee made in the general magazine 
field, and it was, as you will agree, 
a radical cut and a bold move in the 
publishing business, not to say a 
vital contribution to the economics 
of advertising. ° 

ARTHUR C. MACK, 

Adv. Dept., The Literary Digest, 

New York City. 
- VF 


“True Story” Among 


First to Cut Rates 

To the Editor: The following quo- 
tation from your issue of July 2nd, 
1932, is incorrect: 

“McCall’s started the reduction 
with an announcement December 2, 
1931, of a cut of $500 per page, effec- 
tive with the March issue, then in 
preparation.” 

McCall's did not start the magazine 
rate reduction. The rate of True 
Story was adjusted on October 29, 
1931, effective with the January 
issue, more than a month prior to 
the announcement made by McCall’s. 


HArowp F. CLarkK, 


Dir. Adv. Promotion, True Story 
Magazine, New York. 
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Advertiser: Camel 

Agency: Erwin-Wasey 

Space: Four Color Back Cover 

Reader Interest: 9SYobetter than 
average page 


Advertiser: Colgate & Palmolive Shaving 
Cream 

Agency: Lord & Thomas 

Space: Black and White Page 

Reader Interest: 81 % better than average page 


Advertiser: Ex-Lax 

Agency: Joseph Katz 

Space: | Two Color Third Cover 
Reader Interest: 51% better than 


average page 


These 5 Ads Stopped 
70% More Persons 


Than the average for all 51 page Ads 
in the 3 Big Weeklies for June 25 


—In the 150 interview field check made this week in Allentown 
and every week in a different city by Percival White, Inc. 


| | 
Average page ad in| 


Liberty stopped: | 
33% more personsthan | 
in 2nd weekly 


90% more persons than 
in 3rd weekly 


atten 


OPY, position, color, product 

—all obviously played their 
part in getting these § ads before 
the attention of 70% more of the 
reader sample interviewed this 
week than the average of all 51 
page ads in the 3 big wecklies. 

But the one ‘‘reader interest’’ 
factor that seems unmistakable 
this week—as in all previous 
weeks—is the magazine carrying 
the message. For all advertising 
pages in Liberty averaged 33% 
higher in attention value than all 
advertising pages in the second 
weekly and 90% higher than in 
the third weekly. 

In each of the six weeks studied 
last summer by Dr. Gallup and 
each of the eight weeks studied so 
far by Percival White, Inc., this 
trend has been consistent. The 
average of the six Gallup surveys, 
for example, correlates with the 


Liberty... 


average of the first eight White 
surveys as follows: 


Average Advertising Page in 
Liberty Had 


Pct. Greater Pct. Greater 
Attenti depesans 


y, an 2 tion Than 
In and Weekly In 3rd Weekly 
Average of 6 


Gallup Studies 22% 50% 
Average of 8 
White Studies 24% 62% 


Of course, attention value, so far 
as copy analysis is concerned, is 
not the whole story. Strong selling 
copy may pay its way with even 
a minimum share of the total cir- 
culation. But the more we can 
learn about attention value, the 
bigger the share of circulation we 
may expose to our sales persuasion. 

In evaluating magazines, more- 
over, attention value assumes 
greater importance. Granted that 
adequate income groups are 
reached—and the White inter- 
viewers, calling at random, have 
found the three weeklies as follows: 


Pct. of Magazines Found 
In 8 Weeks To Date 


A B ¢ D 
Income Class Homes 
Liberty 2% 44% 52% 2% 


2nd Weekly 1% 43% 55% 1% 
3rd Weekly 4% 45% 50% 1% 
—granted that all big circulation 
magazines MUST bulk the majority 
of their copies in the $2,000 to 
$5,000 families, the one big respon- 


sibility of the magazine must be to 


get your advertisement seen. 


No medium can, in 
itself, sell. That's the 
ad’s job. The medium is 


only a means of multiplying the 
advertisement story. And now, 
more and more advertisers are dis- 
covering that such multiplication 
may not be measured by A. B. C. 
statements alone. When one maga- 
zine, week after week, shows that 
a greater number of its editorial 
features are read (see box at right) 
—when 99 per cent of its readers 
ask for it copy by copy, paying full 
cash price 52 separate times a year 
—when an advertising make-up 
eliminating runover burials puts 
every advertisement next to leading 
matter—then we can understand 
why, regardless of copies printed, 
advertisements in Liberty enjoy a 
22% to 62% margin of ads seen. 
If you advertise in Liberty, Col- 
lier’s or Saturday Evening Post, a 
“reader interest rating card’’ made 
out for you tabulates the ratings of 
the magazines each week and of 
your own advertisements. If the 
information developed under the 
conditions outlined in this space 
would seem worth your study you 
are invited to join the several hun- 
dred important executives who are 
already receiving their cards regu- 
larly without obligation. Address 
Liberty Research Department, 420 
Lexington Avenue, N. Y. C. 


: . 
Watch in next week’s issue 
of Advertising Age for “Best 
Read Ads” of week of July 2 


America’s BEST READ Weekly 


Advertiser: Lucky Strike 
Agency: Lord & Thomas 
Space: Four Color Back Cover 


Reader Interest: 737% better than average page 


Thase teeding manstocturers each agree 


OLD DUTCH CLEANSER 
fe vale ond thorough tor portpiain and enone! swlaces 
Goat oonteam Geneve wed womens "es oom db tem 


The Grostent Satihng ( hmecem os the Worid 
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Advertiser: Old Dutch Cleanser 
Agency: Roche, Williams & Cunnyngham 
Space: | Four Color Back Cover 


Reader Interest: 51% better than average page 


Best Read Editorial 
Contents Prerequisite to 
Best Read Ads 
Average Fiction Story in Liberty 


Per Cent Better Per Cent Better 


Read Than in Read Than in 
2nd Weekly 3rd Weekly 
This Week 
(June 25) 26% 38% 
Average to date 
(8 weeks) 8% 33% 


Average Feature Article in Liberty 


Per Cent Better Per Cent Better 


Read Than in Read Thanin 
2nd Weekly 3rd Weekly 
This Week 
(June 25) 100% 76% 
Average to date 
(8 weeks) 84% 67% 


READER INTEREST 
RANGE 
For all page ads in 
Liberty orn 
Collier's LIBERTY 


Sat. Eve. Post 
Issues of June25th 


(Mea and Women Combined) 


 ] 


Average for 
Ads in Second Weekly 
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Author of 
Fails to 


Survey 
Appease 


Hardware Industry 


New York, July 7.—Prof. Kenneth 
Dameron, of Ohio State University, 
whose recent survey placed the hard- 
ware trade 11th in rank as an outlet 
for electric appliances, made a fur- 
ther explanation through Hardware 
Age this week, but failed to appease 
that paper. 

The professor reiterated his state- 
ment that his figures apply only to 
manufacturers’ sales direct to retail- 
ers. He said much of the misunder- 
standing would have been obviated 
if the survey had been released as a 
unit, instead of in sections. 


Hardware Age countered with 
this: 

“Keeping in mind your own state- 
ment in the complete report and in 
your letter that this particular study 
is solely manufacturers’ direct sales 
to retailers, and that subsequent sur- 
veys are planned which you suggest 
will ‘augment the relative importance 
of such outlets as drug and hard- 
ware stores’ how do you justify para- 
graph fifteen of your complete re- 
port which reads, 

“*Hardware stores are apparently 
not taking advantage of their mar- 
ket opportunity, even in States and 
cities where utilities have ceased to 
merchandise? This may be due to 
lack of capital and inability to 
finance the consumer. (In certain 
areas wholesale distributors have 
worked out a plan whereby they 
finance the retail customers of hard- 
ware stores.)’ 


Publication’s Reply 


“If your studies to date are not 
complete and do not include distri- 
bution through wholesalers, what, 
may I ask, is your authority for the 
above critical comment about the 
hardware stores? 

“What relation to this particular 
survey has the controversial subject 
of utilities merchandising? If, as 
paragraph five of your letter states, 
‘Throughout the report no attempt is 
made to favor any one retail type,’ 
why was the National Retail Dry 
Goods Association permitted to dis- 
tribute its press release on or about 
May 1, in such a manner as to per- 
mit misleading interpretations of 
your survey to the discredit of the 
hardware trade and in favor of the 
department store field? 

“In the press release of the Dry 
Goods Association, the explanation, 
‘the manufacturer reported his sales 
to retailers by type of outlet, indi- 
cating the per cent of total sales to 
each outlet and the number of deal- 
ers served,’ does not specify that di- 
rect sales only are included in your 
survey. 

“This particular statement may 
and has been interpreted to mean all 
sales, direct and through wholesal- 
ers. Nowhere in this press release 
is there any mention that subsequent 
surveys are to be made which will 
include wholesaler distribution nor 
that such subsequent surveys will 
‘augment the relative importance of 
such retail outlets as drug and hard- 
ware stores.’ 

“Intentionally or otherwise, this 
press release permits misleading in- 
terpretation of the actual objective 
of your work in this connection, and 
is as unfair to you and your reputa- 
tion as it is unfair to the hardware 
trade.” 

Attacked by Others 


Good Hardware, another paper in 
the field, also has charged Prof. 
Dameron’s figures were inaccurate, 
while the National Retail Hardware 
Association adopted resolutions dis- 
claiming Prof. Dameron’s child and 
asking the Joint Electrical Merchan- 
dising Committee “to make no more 
use of these figures, to correct, so far 
as possible, the incorrect interpreta- 
tion made of them by the press, and 
to release no more such incomplete 
studies.” 

The survey under fire gave distri- 


bution of sales of electric appliance 
manufacturers who sell direct to re- 
tail outlets as follows: 


Per Cent 

Kind of Retail Outlet. of Total 
Utilities (Central Stations)... 32.0 
Department Stores ........... 24.0 
Electrical Specialty Dealers.. 10.2 
EO eae 9.9 
Electrical Contractors® ...... 8.6 
Manufacturers’ Branches 6.0 
i <.+6. 6566 h465540500 680066 2.5 
rrr eee 1.9 
PE cc ccenepeerssenneess 1.6 
ee ae Seine ee sw ee 1.5 
EE a 6iceeecedbbensveses 0.9 
PORE PE SCTE ET OTT 0.6 
A re ere er 0.3 
100.0 
*Evidently “Contractor-Dealers.” 

Electrical Merchandising com- 

mented: 


“Miscellaneous objections to the 
Dameron figures have been voiced by 
appliance manufacturers’ sales repre- 
sentatives, whose bosses have had 
these men on the carpet for not get- 
ting as much department store busi- 
ness as was indicated in the survey. 

“Electrical specialty dealers are 
disgruntled, heretofore believing they 
were doing a better merchandising 
job. Caution is shown by N. E. L.A. 
Commercial Director, C. E. Green- 
wood, who in releasing Professor 
Dameron’s figures says: 


Conclusions at Variance 


“Dameron presents conclusions 
which are at variance with published 
figures from other reliable sources. 
The figures were not checked and 
officially released by the Electrical 
Merchandising Joint Committee pre- 
vious to press release and publica- 
tion in the “Bulletin” of the National 
Retail Dry Goods Association.’ ” 

Electrical Merchandising also re- 
ferred to a survey made by it in 1930 
in 14 typical communities, with the 
following results: 

Per Cent 

Kind of Retail Outlet. of Total 
Utilities (Central Stations)..... 29 
Department Stores ......0.000% 13 
Electrical Specialty Dealers and 

Manufacturers’ Branches .... 
Electrical Contractor-Dealers .. 9 


Hardware and Housefurnishing 
0, ere ee ree oe ee ee 


100 
In his letter to Hardware Age, 
Prof. Dameron, who is executive sec- 
retary of the Electrical Merchandis- 
ing Joint Committee, expressed re- 
gret that he did not withhold the 
survey until it was complete. 


Michelson, Fifield 
New F. A. A. Directors 


Peter Michelson, advertising man- 
ager, Bank of America, San Fran- 
cisco, has been appointed a director 
of Financial Advertisers Association, 
succeeding F. R. Kerman, former 
vice-president, Transamerica Corp., 
San Francisco, resigned. 

Stephen H. Fifield, assistant vice- 
president, Barnett National Bank, 
Jacksonville, Fla., succeeds Virgil 
Allen, Jr., former assistant vice- 
president, First Bank & Trust Co., 
Utica, N. Y., as a director. 


Railroads Fight 


Truck Competition 


Railroads serving Omaha have en- 
listed the aid of shippers in issuing 
a tariff sheet showing competitive 
truck rates and in making a survey. 

The state railway commission now 
allows railways to offer car-load rates 
for loads of 10,000 pounds or more. 


Townsend Joins Eastern 


Charles E. Townsend, former sales 
promotion manager of Street Rail- 
ways Advertising Co. and Barron G. 
Collier, New York, has been ap- 
pointed sales manager of Eastern 
Advertising Co., Boston. 


Agency for Whirldry 


Whirldry Corp., washing machines, 
a subsidiary of Winchester Repeat- 
ing Arms Co., New Haven, Conn., has 
placed its account with Reimers, 
Whitehall & Sherman, New York. 


NOW WRITING INK WILL MATCH MOOD OF MOMENT 


The social pressure behind somber inks will be dynamited in a fall campaign by Carter's Ink Co., 
through J. Walter Thompson Co., New York. This container is the first step in the education of the 


consumer. 


SALES OF SEED 
GOOD IN SPITE 
OF RED CROSS 


Chicago, July 7.—Two of three di- 
visions of the seed field made gains 
in 1931, the National Garden Bureau 
reported to American Seed Trade As- 
sociation at its golden jubilee con- 
vention in Chicago. 

Nine firms reported 1931 sales of 
vegetable packet seeds of $3,421,000, 
or 71 per cent of 1930; 10 reported 
sales of flower packet seeds of $1,- 
639,000, or 115 per cent of 1930; and 
11 reported sales of flower and vege- 
table packet seeds of $7,110,000, or 
102 per cent of 1930. 

“Much of the decline,” said the re- 
port, “was concentrated in one sec- 
tion and was due to one specific 
cause—the enormous distribution of 
free seeds in flood relief areas by 
American Red Cross.” 

The postal committee of A. S. T. A. 
reported the outstanding event of 
1931 as the provision whereby firms 
receiving stamps in payment for mer- 
chandise may make use of such 
stamps at 98 per cent of their face 
value in payment for postage on per- 
mit matter. 

While National Garden Bureau has 
dismissed its advertising agency, it 
has found it so easy to get free pub- 
licity in newspapers that it expects 
no ill effects from its economy. It 
reported: 

“Fantastic Total” 


“The foundation of our campaign 
is our press service, which is one of 
the largest newspaper syndicates in 
the country. It has come to be the 
chief source of gardening material 
for newspaper use in the United 
States and Canada and if it were 
possible to present to you an exact 
statement of the quantity of our ma- 
terial which was published last year 
the total would seem fantastic. 

“Since our last report we have dis- 
tributed 15 eight-column illustrated 
press sheets to a mailing list averag- 
ing 1,100 publications of which five 
sheets were paid for entirely by the 
American Nurserymen’s Association. 

“We sent out three sheets to Pa- 
cific Coast papers and one sheet to 
southern papers giving special cul- 
tural instructions for those sections. 
Our Pacific Coast sheets were pre- 
pared by the Garden Bureau Commit- 


tee of the Pacific Coast Seedsmen’s 
Association of which F. C. McNabb 
is chairman. 

“At a time when advertising in 
general was being sharply curtailed 
and diminishing results might have 
been expected even in an enterprise 
like ours, we, on the contrary, were 
able to get our garden material in 
more papers than at any time in our 
history. 

“As evidence of our success this 
year we have hung in our exhibit 
clippings from 700 newspapers that 
have used our material, which have 
a combined circulation of 20,647,295. 
This is 114 more newspapers than 
we gathered last year, and at that 
represents not all the papers that 
have used our service but merely 
those that we have been able to col- 
lect.” 

Cc. E. Kendel, Cleveland, was 
elected secretary-treasurer of A. S. 
7: a 


Nebraska Seeks to 
Regulate Advertising 


A bill providing for a fair trade 
commission which will govern trade 
competition, advertising and promo 
tion of trade bodies has been pre- 
pared by Attorney-General Sorenson 
of Nebraska. 

Under the bill misbranding, adul- 
terating, false price announcements, 
imitations, misleading advertising, 
etc., would be criminal offenses. 


Ankeney Makes Change 


Stewart H. Ankeney, former vice- 
president of J. Horace Lytle Co., 
Dayton, and president of Dayton 
Advertising Club, has joined Robbins 
& Pearson Co., Columbus, O., as vice- 
president. 


Dorrance, Sullivan Move 


Dorrance, Sullivan & Co., New 
York agency, have moved to 347 
Madison Ave., after 12 years at 130 
W. 42nd St. The new teléphone 
number is Vanderbilt 3-1800. 


Dodge Sales Increase 


Deliveries of passenger cars and 
trucks by Dodge Bros. Corp., Detroit, 
for the week of June 25 were 47.9 
per cent ahead of 1931, and the high- 
est since Aug. 29, 1931. 


Basham in Louisville 
Thos. E. Basham has closed his In- 
dianapolis office and is operating 
from 114 W. Wellington Ave., Louis- 
ville. 


George Malcolm Dies 

George M. Malcolm, director of 
exports for Hupmobile Motor Co., 
died in Los Angeles last week. 


Oberwinder Is 


Chairman for 
Charity Game 


St. Louis, Mo., July 7.—The annual 
major league ball game for the bene- 
fit of the St. Louis Tuberculosis and 
Health Society will be played Aug. 
17, with the St. Louis and Philadel- 
phia National League clubs as con- 
testants. 

J. Ferd Oberwinder, vice-president 
of D’Arcy Advertising Co., is chair- 
man of arrangements. 

The benefit game was first played 
in 1914, with the advertising men 
themselves cavorting on the dia- 
mond. The first game was between 
the Advertising Club of St. Louis 
and the then Advertising Club of 
Chicago, now the Advertising Coun- 
cil of Chicago. 

Proceeds of the initial venture 
were $600. Later big league teams 
were brought into the picture and 
last year $32,000 was realized. 


“Globe-Democrat” 
Loses Richards 


Francis St. John Richards, who 
represented St. Louis Globe-Demo- 
crat in the East since 1887, died July 
1 at Cranford, N. J., after a short 
illness. He was 65 years old. 

He was widely known among East- 
ern advertisers. He is survived by 
his widow, a daughter and one son. 

H. Clyde Fisher, who has been as- 
sociated with Mr. Richards, has been 
appointed Eastern representative of 
the Globe-Democrat. His offices con- 
tinue at 41 Park Row, New York. 


Form Jaros-Robb Service 


Ernest S. Jaros and Thomas Robb 
have formed Jaros-Robb service, 1440 
Broadway, New York, to do sales 
promotion for manufacturers selling 
through department stores. 


Scouts Count Pedestrians 


A group of 56 Boy Scouts took the 
annual pedestrian traffic count for 
the Sioux City, Ia. Real Estate 
Board. Their pay was a cafeteria 
lunch. 


McGrath with Firestone 


John McGrath, formerly with Louis 
F. Dow Co., St. Paul, has joined Fire- 
stone Advertising Agency, St. Paul. 


Cook Changes Sides 


Gordon Cook has resigned as edi- 
tor of Chain Store Review, New York, 
to become editor of Voluntary Chain 
Magazine, New York. 
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GET THE STORY! 


a i i a 


re aS i 


HE ceaseless search for significant news sent a Chicago 

Tribune man into forbidden Afghanistan for an inter- 
view with King Amanullah. Afghanistan was a closed 
country, the King was besieged by fanatical Moslem rebels 
who would kill a Christian on sight. But the Tribune 
**got the story”’ at first hand. 

To ‘‘get the story”’ from Abd-el-Krim during the Riffian 
rebellion a Tribune man ran a naval blockade of twelve 
Spanish warships, was caught between trenches under 
murderous fire. But he ‘‘got the story’? and brought 
Abd-el-Krim’s peace terms to de Rivera, Spanish dictator, 
and to Tribune readers. 

The world recognizes Tribune supremacy in ‘‘getting 
the story.’’ That’s why 17 European papers buy European 
news from the Tribune, why 27 newspapers in this country 
lease 20,000 miles of wire direct from the Tribune office 
to theirs, why many more American newspapers buy 
Tribune news regularly. 

**Get the story. Get it right. Get it first. Spare no cost or 


effort.’’ That’s the enterprising spirit that goes with Chicago 
Tribune newsmen and women round the world. More than 
11,000 writers contributed to the Tribune last year. It car- 
ried more pictures than any other news publication. 

The Tribune’s enterprise in getting the news and fear- 
lessness in presenting it make this newspaper an authority 
with readers. It has earned the confidence and whole- 
hearted support of Chicago and the midwest. That’s why 
the Tribune penetrates every income level and has 61% 
more circulation than any other Chicago daily paper, over 
167,000 more.in city and suburbs than the next daily paper, 
and why it is the only daily paper covering all of the rich, 
compact Chicago market. 

That’s also why experienced advertisers who are looking 
for more than surface representation in Chicago say: ‘After 
all, if you’re not in the Tribune, you’re not in Chicago.”’ 

Let a Tribune representative tell you how Marshall Field, 
General Motors, General Foods, and other leading adver- 
tisers have made their way successfully in this great market. 


“IF YOU’RE NOT IN THE TRIBUNE, YOU’RE NOT IN CHICAGO” 


Chicago Tribune Offices: 
ATLANTA, 1825 Rhodes-Haverty Bldg. 


CHICAGO, Tribune Tower 
BOSTON, 718 Chamber of Commerce Bidg. 


NEW YORK, 220 E. 42nd St. 
SAN FRANCISCO, 820 Kohli Bidg. 
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ADVERTISING AGE 


July 9, 1932 


Col. McCormick 
Says History 
Is Repeating 


Kansas City, Mo., July 7.—Col. 
Robert R. McCormick, editor and 
publisher of the Chicago Tribune, 
addressed the Kansas City branch of 
the Federation of American Business 
here tonight, repeating his warning 


against confiscatory taxes in “The | 
Sack of Rome and the Sacking of | 


America.” 

Col. McCormick laid down these 
two principles: 

“First, great profits come only to 


}an enterprise which produces an 
| article for which the demand vastly 
/exceeds the capacity to produce it. 
| These profits are reinvested in the 
| business to expand its capacity. 
| When production approximates de- 
| mand, large profits cease. 

| Formula for Profit 


“Second, great profits come to one 
| who learns how to produce an article 
of common use at much less than 
| previous cost. His profits last until 
|others learn to reduce their costs 
also, when the profits all revert to 
the consumer.” 

His interpretation of the new tax 
schedule is that it forbids all inno- 
vations and all reductions in the 
cost of necessities. 


Strathmore Shows 
New Japan Paper 


A new japan line of paper, Saxon 
Japan, has been introduced by Strath- 
more Paper Co., West Springfield, 
Mass. 

A mailing piece, illustrating many 
of its uses, may be had without 
charge from the company’s advertis- 
ing department. 


News Bureau Launched 
by Armstrong Cork 


Armstrong Cork Co., Lancaster, 
Pa., has started the Armstrong News 
Bureau, to supply the business and 
trade press with news of the com- 


Tichenor Buys “Outlook” 


Frank Tichenor, New York pub- 
lisher, has purchased Outlook and 
Independent from the receivers. He 
will continue it as a monthly with 
the same personnel. 


Meyer to Agency 
Stanton M. Meyer, formerly with 
Meyer Both Co., Chicago syndicate 
advertising service, has joined the 
plan and copy department of Erwin, 
Wasey & Co., Chicago. 


New Truscon Agency 


Truscon Steel Co., Youngstown, O., 
and Pressed Steel Division of Trus- 
con Steel Co., Cleveland, have placed 
their accounts with Meek & Wearst- 


pany. 
Ralph Winslow is in charge. 


ler, Youngstown, effective Aug. 1. 


THE SHADOW OF 
A MAN 
STANDS BEHIND EVERY 
WOMAN WHO BUYS 


SEEN by the salesclerk, yet ready to help or hinder 
the sale of your goods, the shadow of the husband 
stands behind every woman who buys. 


In the old days, when goods sold themselves and apple- 
venders were still long of U. S. Steel, it was possible to 
ignore this shadow. It was possible to ignore almost any- 
thing. For did not women buy 85% of the nation’s goods? 


If women did, they still do. It is a statistic much prattled 
and never proved. 


But the fact that a Truth may make you a million dollars 
doesn’t mean that a Half Truth will make you half a 
million. Women, though they still do most of the over-the- 
counter buying, are not and never were the only factor 
in the sale. 


When a woman buys shirts for her husband, she buys the 
kind she knows he likes. When she buys perfumes for her- 
self, she is thinking of her husband’s tastes. When she buys 
food for both of them, she averages her likes and his before 
she names a brand. And when it comes to radios, automo- 
biles, electric refrigerators and such important things, a 
family conference decides. 


In other words, wives are Purchasing Agents, but the real 
Buying Unit is the family. 


Is a man’s shadow blocking the sale of your goods? Better 
have a word with him, as well as with her. Do it by adver- 
tising your product in magazines which are read by both. 


Redbook is such a magazine. It is designed to entertain 
both sexes equally. Every thousand copies are read by 1480 
women and 1420 men. Moreover, in Redbook you pay 25% 
less to reach the whole family — women plus men— than 
you pay to reach half the family through other media. 


Sell the family and you sell all. For the shadow of a man 
stands behind every woman who buys. Redbook Magazine, 
230 Park Ave., New York City. 


EARLY END OF — 
REFRIGERATION 
BUREAU HINTED 


Public Utilities to Finance 
Project ? 


Detroit, Mich., July 7.—Manutfae-. 
turers who organized and have 
financed the Electric Refrigeration 
Bureau are no longer able to bear 
this financial burden, and many of 
them feel that its most important 
work has already been done, Electric 
Refrigeration News asserted in its 
current issue. 

Public utilities might well con- 
sider financing the bureau, the paper 
suggested, since one of its most im- 
portant functions has been to create 
more friendly relations between ap- 
pliance dealers and utilities and be- 
tween utilities and the public. 

“Some manufacturers believe it is 
no longer necessary to spend vast 
sums just to promote the idea of 
electric refrigeration,” the paper 
said. “Public acceptance of electric 
refrigeration, they argue, is well 
established today. 

“Pioneer manufacturing organiza- 
tions, which have poured money into 
advertising and promotional chan- 
nels for years, now survey the re- 
sults and note the large number of 
competitors springing up to chisel 
into the market the pioneers have 
been largely responsible in creating. 


Too Many Swimmers 


“And such observations are likely 
to lead them to the conclusion that 
it would be wiser to sail their own 
boat than to spend time and money 
improving the harbor so that every- 
one can get in it and clutter up the 
water.” 

Electric Refrigeration News pointed 
out, however, that advertising might 
have forestalled anti-utility legisla- 
tion. 

“Had the Bureau been functioning 
in 1930,” it said, “the widespread 
agitation against utility merchandis- 
ing, resulting in prohibitory legisla- 
tion in Oklahoma and Kansas, might 
not have been so serious. 

“In as much as good will is the 
one thing public utilities seem to 
want—and need—most badly, one 
could hazard that they might find 
ways to finance a project which 
seems to have saved them from more 
attacks upon a vital part of their 
structure. 

“It would seem, moreover, that 
they should be especially interested 
in helping maintain an organization 
which not only builds and protects 
good will, but which builds loads in 
addition.” 


“Evening Graphic” Files 
Bankruptcy Petition 
New York Evening Graphic, tab- 
leid daily, has filed a voluntary peti- 
tion in bankruptcy. 
Macfadden Publications, New York, 
is the principal creditor. 


Joins Bankers Life 


Ben Williams who won recognition 
at University of Pennsylvania with a 
thesis on “Life Insurance Advertis- 
ing,” has joined the advertising de- 
partment of Bankers Life Insurance 
Co., Des Moines, Ia. 


Herschler Leaves Wahl 


A. A. Herschler, vice-president in 
charge of sales and advertising, 
Wahl Co., Chicago, has_ resigned. 
C. W. Priesing, sales manager, has 
been appointed general sales man- 
ager. 


Bowman Is Recovering 


W. S. Bowman, advertising direc- 
tor of South Bend (Ind.) Tribune, 
who recently underwent an opera- 
tion. has returned to his desk. 


“Herald” Appoints Clark 


Colusa (Cal.) Herald has appointed 
Thomas F. Clark Co. as eastern ad- 
vertising reresentative. 
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ADVERTISING AGE 


BLACK LEAF'S 
COPY FOLLOWS 
INSECT TRAIL 


Louisville, Ky., July 7.— Tobacco 
By-Products & Chemical Corp., of 
this city, producer of “Black Leaf 
40” and “Nico-Fume,” among other 
nicotine-carrying products, main- 
tained its advertising appropriation 
this year and reports a brisk demand 
for these products at drug, seed, 
hardware and poultry supply stores. 

While a considerable list of papers 
is used on a regular basis, flexibility 
has been the keynote of the 1932 
campaign. Advertising is launched 
in any section where an outbreak of 
insects is reported. 

Black Leaf 40 is sold to poultry 
producers to destroy external insect 
parasites on birds. The insecticide 
is painted on roosts, where the 
warmth of the bird’s bodies causes 
the nicotine to volatilize. The fumes 
pass under the feathers and kill 
parasites. Black Leaf 40 is also 
used on sheep and cattle. 


Deals Double Blow 


These uses are over-shadowed, 
however, by the use of “Black Leaf 
40” for spraying gardens, orchards, 
flowers and shrubs. Its popularity is 
due primarily to its double effect. It 
kills the insects which it strikes and 
wets; also it kills them by fumes 
which are given off when the plant 
is sprayed. 

Even the most careful spraying 
will leave a few insects untouched, 
but they are likely to be destroyed 
by the fumes. 

The advertising campaign includes 
a comprehensive publication sched- 
ule reaching all types of users. Gar- 
den magazines, garden pages in 
Sunday papers, farm papers and 
technical papers reaching growers 
are utilized. Dealer helps and mats 
are an important part of the cam- 
paign. 

Campbell-Sanford Advertising Co., 
Cleveland, handles the account. 


Pennsylvania Outdoor 
Group Surveys Traffic 


Operators were urged to give all 
possible assistance to the market- 
traffic survey now under way at the 
meeting of Outdoor Advertising 
Assn. of Pennsylvania, Bedford. 
Speakers at the meeting included: 

George W. Kleiser, president, and 
H. E. Fisk, general manager, Outdoor 
Advertising Assn. of America; Ker- 
win H. Fulton, president, Dan 
Schenck and W. D. Fry, Outdoor 
Advertisers, Inc., New York; Frank 
J. Hopkins, vice-president, National 
Outdoor Advertising Bureau, New 
York; A. P. Schell, General Outdoor 
Advertising Co., New York; and W. 
J. Collopy, Outdoor Service, Inc., 
Philadelphia. 


Gaughen Names New 
Adcraft Committees 


Committee chairman for Adcraft 
Club, Detroit, have been named by 
John B. Gaughen, president. They 
are: 

Membership, Verne W. Tucker; 
“Adcrafter” and publicity, Austin F. 
Bement; educational, William M. 
Brown; civic relations, Walter C. 
Boynton; entertainment, Leo Fitz- 
patrick; acquaintance and attendance, 
Howard J. Harvey; club contacts, 
C. E. Rickerd; program, George M. 
Slocum; sports, Maurice J. Caplan; 
finance, Harry C. Macdonald and 
Charles H. McMahon. 


U. S. Envelope Issues 
Direct-Mail Booklet 


A booklet designed to help adver- 
tisers overcome the handicaps of new 
postage laws is being distributed by 
United State Envelope Co., Spring- 
field, Mass. 

The booklet discusses actual cam- 
paigns and gives practical hints on 
making direct-mail more effective. 


Join Display Staff 
Gordon K. MacEdward, formerly 
with Walker & Co., Detroit, and 
Frank W. Atherton, formerly with 
S. W. Jansen Co., have joined Ani- 
mated Advertising Displays, Detroit. 


TYPICAL COPY 


from 1929. The number of wage 
earners fell 25.1 per cent; wages, 


Production of 
Home Laundry tectre. 314 per cos 


Equipment Of: f Canada Adds Taxes 


to Import Value 
Washington, D. C., July 7—The| Canadian taxing authorities will 
belief that home laundering has been|add the new United States excise 
stimulated by the depression is not|taxes in computing the dutiable 
confirmed by production of washing | Value of imports, the Department of 
machines in 1931, as reported by the Commerce has been informed. 
Bureau of the Census, in one of the e.. ae cee _ to the taxes 
first of the new series of census sum- : 
maries. 
The 51 establishments engaged pri- Get Lake Account 


marily in making washing machines,| Wisconsin & Michigan Transporta- 

wringers, “driers. and. ironing’ ma-|{e% Co, Milwaukee, operating Take 

chines for domestic use turned out account with Kilan-Van Pietersem- 

products valued at $50,319,000, f. 0. b.| nuniap Associates, Milwaukee. News- 

factory, in 1931. papers, posters and radio will be 
This is a decrease of 38.9 per cent! used. 


That Kill Lice ~ “2.2.%27" 


Oakland Changes Name 


Following discontinuance of Oak- 
land automobiles last fall and manu- 
facture of Pontiac V-8 instead, the 
name of Oakland Motor Car Co., 
division of General Motors Corp., has 
been changed to Pontiac Motor Co. 


Agency for Meter 
0. S. Tyson & Co., New York, have 
been appointed agents for American 
Meter Co., New York. Trade papers 
and direct mail will be used. 


Start Studio 
Unusual Publicity Studios has been 
organized at 358 Wilkinson St., New 
Orleans, by J. L. Dodd. 


Fuller Opens Office 


Emmett Fuller has opened an 
office in Security Bldg., Denver, as 
business organizer and counselor. 


UT no matter how varied their outside interests and 
activities, there’s one common interest that binds a// 


It was a cold, wintry night when— 
according to O. Henry—a rheumatic 
burglar broke into the house of a 
fellow-rheumatic. ‘‘Take all you 
want,” pleaded the victim, “but shut that 
window—I have rheumatism!” 


eee, 


That plea struck a responsive chord. And, 
though the burglar came to steal, he remained to swap 
rheumatism cures with his intended victim. 


Fh KE all O. Henry stories, this one has a true-to-human- 

nature moral. A moral that every advertising man 
ought to remember. Namely, that it takes just one touch 
of nature, rheumatism or anything else in the way of a 
common interest, to bind two otherwise-dissimilar indi- 
viduals together—to make the whole world kin. 


A KE the genus business executive, for example. Out- 

side of office hours, the interests of the men in this group 
are as far apart as the proverbial poles—as far apart, infact, 
as the outside-of-rheumatism interests of O. Henry’s bur- 
glar and law abiding citizen. Some spend their time digging 
divots; others digging up the front garden. Some can be 
found in the “‘Diamond Horseshoe”’; others prefer seats at 
the ringside. To some the word “‘ace”” means tennis; to 
others golf; to still others, bridge, poker or pinochle. 


these men together today. One thing they a// talk about— 
and read about. That’s business. Every one of the men we 
speak of is responsible for the guidance of a good-sized 
business—some of as many as forty good-sized businesses. 
And business, in case you haven’t heard, isn’t guiding 

itself today. 
ODAY these men are officers and directors in more 
than name only. They’re active participants in the 
great battle of Red Ink vs. Black. They’re at their desks, 
working to keep the wheels turning profit- 


“SHUT THAT WINDOW-— ably—looking for new ways to increase 
I HAVE RHEUMATISM!” efficiency, cut costs, maintain sales vol- 


ume. And though they’re watching the 
money bags more carefully today, they’re 
buying the things that can help them 
achieve these ends. (Just show them how 
your product can help, if you want proof 
of that.) 


ee their business responsibili- 

ties and their many hobbies and rec- 

reations, these men haven't 

much time to read. But there’s 

one kindof reading matterthey 

must have regularly: that’s 

news of the business world. 

News of the world-wide fac- 

tors that are constantly affect- 

ing their business and other 

businesses. News of everything from the latest Federal 

Reserve policy to European steel ‘“dumping.”” News, pre- 

sented in crisp, intelligently-interpreted, up-to-the-minute 
fashion—in The Business Week fashion. 


1S common interest in business, this common need 
for business news, has served to make The Business 
Week increasingly popular and useful. More than that, it 
has served to simplify your job of selling-through-print to 
that small, select group known as “big executives.” For 
this journal has sifted the so-called business market, in- 
cluded in its circulation are most of the business men who 
count, none of those who don’t. 


Pr there’s any good reason why America’s business 

leaders should buy your product today, The Business 
Week is the place to tell them about it. Tell them how to 
cut costs or increase sales in their businesses; how to get 
longer drives down the fairway, smoother drives down the 
highway. You'll find these men not only interested, but 
willing and able to buy today. 


THE BUSINESS WEEK 
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July 9, 1932 


Vapex Label 
Is Construed 
As Defective 


Baltimore, Md., July 7.—Vapex is 
a drug subject to the provisions of 
the Federal Food and Drugs Acts, 
and must therefore state its alco- 
holic content on the label, the U. S. 
District Court of Maryland held in 
allowing the government to condemn 
11 cartons of Vapex seized in inter- 
state commerce. 


In contesting the action, E. 
Fougera & Co., New York, makers 
of Vapex, contended that Vapex was 
intended for use solely as an in- 
halant and that the alcohol in it has 
no property other than as a solvent 
of the essential oils contained there- 
in; that it is therefore not a drug 
within the meaning of the act, the 
act properly construed does not ap- 
ply to Vapex, and that if the act is 
so construed it is unconstitutional in 
the absence of proof that the alco- 
holic content of Vapex is harmful 
to the public health. 


The court held that none of these 
contentions is valid, and that while 
the alcoholic content may be in- 
nocuous, the article is clearly in- 


cluded in the pure food and drugs 
act, and failure to state its alcoholic 
content on the label is misbranding 
under the act. 


“Tasty-Lax” Barred 


Washigton, D. C., July 7.—Regis- 
tration of “Tasty-Lax” as a trade- 
mark for chocolate laxative made by 
Blackstone Products Co. has been 
denied by the Commissioner of 
Patents on the ground that the name 
is deceptively similar to “Tastyeast,” 
a chocolate covered yeast product 
made by Green Bros. Co. 


“New Haven Times” Sold 
to “Journal-Courier”’ 


New Haven (Conn.) Times, after- 
noon daily, has been sold by Bernarr 
Macfadden to New Haven Journal- 
Courier, morning paper, which has 
discontinued it. The reported price 
was $100,000. 

The sale leaves only two dailies in 
New Haven, the Journal-Courier and 
the Evening Register, both con- 
trolled by John Day Jackson. 


Du Cloe Leaves Field 


Chester H. Du Cloe, for three years 
manager of near east territory for J. 
Walter Thompson Co., with head- 
quarters in Alexandria, has joined 


Schucht-Mier-Robertson, Inec.,  con- 
sulting engineers, Milwaukee. 


ST. LOUIS CLUB 
GREETS LEADER, 


FORMER MARINE 


St. Louis, Mo., July 5.—‘A Marine 
from Joplin,” who first gave Gene 
Tunney the idea that he could lick 
Jack Dempsey, was introduced to 
the Advertising Club of St. Louis to- 
day in the person of E. H. McRey- 
nolds, assistant to the president, 
Missouri Pacific Lines. 

Mr. McReynolds is the new club 
president, succeeding Hubert J. 
Echele, secretary-treasurer, War- 
wick Typographers, who becomes ex 
officio member of the board. Other 
new officers were also installed. 

Walter B. Weisenberger, president 
of the St. Louis Chamber of Com- 
merce, introduced Mr. McReynolds, 
quoting from Tunney’s_§ autobiog- 
raphy, which recently ran in Collier’s 
and is soon to be published in book 
form. 

He said that Mr. McReynolds, a 
former newspaper man, was detailed 
in 1919 to accompany some Army 
boxers and wrestlers abroad. He 


MADE CHAMPION 


/¥E 


E. H. McReynolds 


later became publicity director for 
the Inter-Allied Games in Paris and 


a friend of Tunney. 


“The question is,” said Tunney 


one night, thinking aloud, “will Gene 


Tunney, the clever boxer, ever de- 
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Editor and Publisher, 

Class & Industrial Marketing, 
537 So. Dearborn St., 
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June 23, 1932 


I refer to the Market Data Book constantly in prepar- 
ing recarmendations and reports for trade and industrial adver- 
I find the book very valuable in securing a quick 
picture of a givon market and in securing a basis on which to 
judge a trade or technical publication's coverage of the market. 


Yours very truly, 


INC. 


SAN FRANCISCO 


FULLER & SMITH & ROSS IM. 


Performs This Service 
For Industrial Advertisers and Their Agencies 


“How does a publication's circulation compare with the number of units in the 
market?"'—is a question which The Market Data Book answers quickly and accu- 
rately. This service alone makes this book indispensible to many organizations 
where advertising expenditures are being planned carefully for maximum effect- 
iveness and economy. 


You can get your copy of The Market Data Book for 1932—free with post- 


age prepaid—by simply sending in your order for the next twelve issues of Class 
& Industrial Marketing—at only $2. Shoot your order in NOW so that the book 
and the next issue of this magazine will reach you promptly. 


Address Class & Industrial Marketing, 1305 Terminal Bldg., Chicago, Il. 


— 


feat Jack Dempsey, the rugged 
fighter.” 

Historic Comment 
McReynolds, according to the 


Tunney story, laughed and said, 
“Shucks, Gene, you are young; you 
are fast, you are a clever boxer, you 
can take it. It ought to be possible 
for you some day to do that.” 

This comment, Tunney said, in- 
duced him to enter the professional 
ranks. 

When W. L. Baldwin became 
president of the Missouri Pacific 
Lines, he picked the former sports 
editor to edit the road’s employes’ 
magazine. Later Mr. McReynolds 
was made director of the company’s 
advertising. 

Al Rose, secretary, Skinner & 
Kennedy Stationery Co., won the 
President’s Cup of the St. Louis Ad- 
vertising Club, for his work on at- 
tendance at the Tuesday meetings. 

Other silver cups were awarded 
to Gus J. Lehleitner, Victoria Letter 
Co., for work on membership and the 
social meetings committee; to L. 
Martin Krautter, manager, St. Louis 
office, Thos. M. Bowers Advertising 
Agency, for activity in the United 
Action for Employment Campaign; 
and to Phillip Wagner, manager of 
loan department, Great Southern 
Savings & Loan Co., for service on 
the reception committee at the 
weekly meetings. 


P. & G. Loses 


James Gamble, 
Vice-President 


Cincinnati, O., July 5—James N. 
Gamble, who as much as any other 
man was responsible for the adver- 
tising policy of the Procter & Gamble 
Company, died July 3 at the age 
of 96. 

He was born in Cincinnati Aug. 9, 
1836, and attended Chickering Insti- 
tute and Kenyon College. Later he 
took special courses in chemistry to 
prepare him for the business his fa- 
ther and uncle had started in 1837. 

His knowledge of chemistry did 
not blind him to the possibilities of 
advertising, however, and it was dur- 
ing his connection with the company 
that it adopted the advertising pol- 
icy which it has followed so suc- 
cessfully during the years. Procter 
& Gamble became one of the first 
truly national advertisers. 

Mr. Gamble’s father, James Gam- 
ble, started his own soap business in 
Cincinnati in 1829. He married a 
sister of William Procter, a candle 
manufacturer, in 1833, and the two 
businesses were merged into Procter 
& Gamble in 1837. 

Though James N. Gamble was un- 
able during recent years to partici- 
pate in the business, he was vice- 
president and a director until his 
death. 


Wisconsin To Have 


Home Products Week 


Wisconsin State Chamber of Com- 
merce and Wisconsin Daily Newspa- 
per League are co-operating in pro- 
moting Wisconsin Products Week, 
Sept. 25-30. 

Wisconsin manufacturers will run 
state-wide copy, backed up by local 
campaigns, radio, special window dis- 
plays, and direct mail. 


“National Geographic” 
Sells Color Pages 


Four colors, either process or flat, 
will be available to advertisers in 
National Geographic Magazine, 
Washington, D. C., effective with the 
September issue. 

The rate is $4,000 a page, com- 
pared with $2,600 for black and 
white. 


Roberts Makes Change 


George C. Roberts, former general 
sales manager of Gilbert & Barker 
Mfg. Co., Springfield, Mass., has 
joined Connecticut Mutual Life In- 
surance Co. 


Represents Futura 


John E. Hazelton has been ap- 
pointed an advertising representa- 
tive of Movie Mirror and Love Mir- 


ror, Futura Publications, New York. 
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SPECIAL BOARD 
DESCRIBES WORK 
IN ADVERTISING 


Washington, D. C., July 7—Nearly 
400 cases involving false advertising 
have been disposed of by the Federal 
Trade Commission since the organi- 
zation of its Special Board of Inves- 
tigation in 1929 which has been co- 
operating with publishers and adver- 
tising agencies in eliminating mis- 
leading and fraudulent advertise- 
ments from American newspapers 
and magazines, the Commission re- 
ported. 

Of the total number of cases 
handled, 277 have been against ad- 
vertisers, 66 against publishers and 
46 against advertising agencies. 


Of 210 cases against advertisers 
disposed of during the calendar year 
of 1931, 67 of the advertisers discon- 
tinued business, 9 were forced to sus- 
pend by post office fraud orders, 8 
were dismissed for lack of evidence, 
6 referred to other divisions of the 
Government, 111 disposed of by 
stipulation, and complaints issued 
and prosecutions instituted against 
9. 


Supported by Publishers 


“The Commission’s activities to 
eliminate false advertising which 
has been judged by the courts to be 
unfair competition under the Fed- 
eral Trade Commission Act have 
been generally supported by advertis- 
ing agencies and publishers, as evi- 
denced by the willingness of these 
firms to stipulate with the Commis- 
sion rather than to engage in litiga- 
tion,” said the Commission. 

“It may be said to the credit of 
the publishers that approximately 
90 per cent of all the publishers in 
the Nation have cooperated with the 
Commission in its efforts to clear the 
columns of our newspapers and 
magazines of false and misleading 
advertising, and this has helped to 
restore the confidence of the readers 
of these periodicals. 

“Although a few magazines still 
contain advertisements which have 
been rejected by the majority of pub- 
lishers, it may be said that through 
the efforts of the Commission and the 
cooperation of most publishers, the 
number of this class of periodicals 
that live and thrive on advertise- 
ments of this character is growing 
less and less. 

“The procedure of the Special 
Board of Investigation is direct, in- 
formal and effective. 

“Complaints are received from the 
public, various departments of the 
Government and by observation of 
current advertising. 

“When the Board finds advertis- 
ing that is considered unfair, it im- 
mediately makes recommendation to 
the Commission for an order docket- 
ing a complaint against the adver- 
tiser, deferring its issue and refer- 
ring the whole matter to the Special 
Board for further investigation and 
notice to all publishers printing and 
circulating such advertising. 

“The advertiser is notified that a 
complaint has been entered against 
him and that he may, if he desires, 
submit to the Special Board such 
evidence as he pleases that tends to 
verify, justify or explain the state- 
ments, claims and representations 
made in advertising copy and litera- 
ture that on their face appear to be 
false or misleading. 


Publishers Notified 


“The Special Board also notifies 
publishers who print and circulate 
such advertisements and extend such 
publishers the opportunity of show- 
ing cause why they should not be 
joined as respondents with the ad- 
vertisers. 

“Practically all publishers up to 
the present have responded to such 
notices by declaring they have no in- 
terest in the business of the adver- 
tiser or the further publication of 
such advertising matter that they 
desire to protect or defend in pro- 
ceedings against the advertiser be- 


fore the Commission, waive any 
right they may have to be joined as 
respondents and agree to abide by 
the terms of any cease and desist 
order that may be entered against 
the advertiser or the provisions of 
any stipulation which may be en- 
tered into between the advertiser 
and the Commission, of which the 
publisher has notice. 

“Upon receipt of the notice that 
complaint has been docketed against 
them, many advertisers quit business 
entirely; others that have faith in 
the merits of the articles advertised 
and sold, being willing to discon- 
tinue their unfair methods, enter 
into stipulations with the Commis- 
sion where it is agreed they will 
cease and desist from making any 
false or misleading representations, 
and particularly discontinue all state- 
ments, claims and representations 


that are found by the Commission 
to be false or misleading. 


“Upon the acceptance and ap- 
proval of such stipulations by the 
Commission, the proceedings are 
dismissed.” 


Macaroni Makers 
Plan Advertising 


General Macaroni Association is 
planning a newspaper and radio 
campaign directed principally to 
Italians in Eastern cities. 

G. F. Romeo, of Brooklyn, is presi- 
dent. 


Texaco Gives Trophy 


Golfers of the Rochester (N. Y.) 
Advertising Club have started com- 
petition for a trophy donated by 
Texaco Co., New York. 


EMBLEM DISPLAY 
IS NEW MEDIUM 


Milwaukee, Wis., July 7.—Emblem 
Sales Company is offering something 
new in display advertising, with a 
vacuum suction cup attachment, 
which makes emblems removable, 
reversible and adjustable. 

This feature permits display of 
any emblem on windshields, walls, 
display cases, mirrors or any smooth 
surface. The vacuum cup allows the 
removal of emblems without damage 
for washing of windows. 

Emblems are made of either metal 
or cardboard. The two political 


parties are said to have manifested 
much interest in the new device and 
it is likely to be much in evidence 
during the fall campaigns. 

It will be even more popular with 
national advertisers, it is believed, 
removing the objection of many re- 
tailers to point-of-sale advertising. 


Start Journalism Course 


Loyola University, New Orleans, 
will inaugurate a course in journal- 
ism at its fall session, in charge of 
Dr. Hugh Mercer Blain, former in- 
structor in journalism at Louisiana 
State University and Tulane Uni- 
versity. 


Pick Hirshon-Garfield 


Crompton-Richmond Co., New 
York, velveteen and corduroys, has 
eepetes Hirshon-Garfield, Inc., New 
York. 


Before you realize. he’s 


out of Grammar School 


—he has taken his Master’s degree 


HERE IS AN EYE-OPENER — IN 1922 McCALL’S HAD 


6.1% OF THE FOOD ADVERTISING OF THE SIX WOMEN’S 


MAGAZINES. IN 1931 IT HAD 17.2%. 


HAVE YOU SEEN McCALL’S MAGAZINE LATELY? 
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COPY FEATURES RADIO STATION PROGRAM ‘RADIO’ BARRED UTILITY CHIEF COUNTRY SCHOOL 
For St Collecto 
Si sovnnis reer wetter | | BY NEWSPAPERS AND EARL E. MAY 
TODAYS PROG =o 
eye, New Orleans, La., July 7.—The 60 ON FOREVER 


Picni 
At Home...In the Park...In the Country 
Require Many Little Things 
Crepe Paper Napkins, bordered or checked, 


Published Daily as 
An Added Service 
To Our Patrons 


packed 40 to the package ........-..eeeee05 10¢ 
cad egies nates tot Embossed Paper Napkins, white or solid colors, 
2:0 Dance Melodies 50 to the package ......ccsssccesecesceeses 10¢ 
7:30 Special Presram Paper Napkins, 100 to package ........-.+se++++- 15¢ 


7:45 Musical Clock—dedications 

1% Clara. Lu 'n’ Em—xcssio 

8:30 Our Daily Food—Geeo. Rector 
—avuartet 


Full Size Table Covers, decorated in all colors, each 25e 
Decorated Paper Plates, pink and green borders, 


6, 8 and 10 inchs, BOSE esccceseccesee ih cee 10¢ 
8:45 Novelty Selections Paper Plates, 100 to package ......-.+.+-eereees 40c 
aad ~~ hg yy ~ pee Service Compartment Plates, all colors, 
9:39 Dance Tunes BEG GOR, NED coe vc cecccceceescsces 10¢ 
9:45 Women's Exercise Peried— Waxed Paper, for wrapping food, roll .........+. 10¢ 
PREY gy ~~~ Paper Spoons, package ........... Pe eeeerenseee 0c 
10:15 Greeter's Pem.—Everything Paper Forks, package .....-.ccccerscccsecsccccese 10¢ 
e housewife eee GOR, BORN o.0sc ceases sensceeecouens 60c 


o 
1045 otetar Melody Men—vocal 
° 
11:06 Convention Highlichts 


—Uncle Sam's Forest 


How New Orleans store divides its space. 


Leaves “Detroit Times” Metalcraft to French 


Arthur G. Darmstader has re- Metalcraft Corp., St. Louis, toys, 
signed as display advertising man-| wheel goods and metal specialties, 
ager and advertising director of De-| has placed its account with Oakleigh 
troit Times. R. French, St. Louis. 


word “radio” is taboo in the news 
columns of papers which are mem- 
bers of the New Orleans Newspaper 
Publishers Association. Following 
the association’s decision to discon- 
tinue printing radio programs as 
news, this edict has been issued to 
news staffs. 

The new restriction will apply to 
stories provided by news services 
and syndicates, as well as _ those 
turned in by local staffs. 

Thus far, Maison Blanche, “lead- 
ing store South,” is the only depart- 
ment store to provide radio pro- 
grams in its display advertising in 
newspapers. It confines its mention 
to Station WSMB, of which it is said 
to be part owner through its control 
by City Stores, Inc. 


Deutsch Honored 


Joseph Deutsch, Edwards & 
Deutsch Lithographing Co., was 
elected a director of the Off-the- 
Street Club, favorite charity of the 
Chicago Advertising fraternity, at 
the annual meeting. 


A Compilation of Agency Business 
in Business Papers 


will be a feature of the August issue 


of Cass & INDUSTRIAL MARKETING. 


This is the Annual Advertising 
Agency Number, and will have 
other material reflecting the in- 
creasing activities of advertising 
agencies in the industrial and trade 


advertising field. 


The Associated Business Papers, 
Inc., formerly compiled a space 
record showing the volume placed promptly 
by each agency in its member pub- 
lications. This compilation, pub- pilation. 
lished each year in Crass & INbDUs- 
TRIAL MARKETING, has been discon- If you 
tinued, so that the new tabulation, 
compiled for the field as a whole, 
will be unusually interesting and 


valuable. Chicago 


Agency executives are keenly 


interested in the figures on business- A: B.C. 


paper volume placed by agencies, as 
comments and inquiries heretofore 
have demonstrated. The new list 
of agencies, which will indicate the 
relative importance of all agencies 
in the business publication field, 
will be of more than ordinary 


significance. 


Agencies are urged to co-operate 


in supplying data re- 


quested for inclusion in this com- 


would like to receive a 


copy of the August issue containing 
it, write CLass & INDUSTRIAL Mar- 


KETING, 537 S. Dearborn Street, 


or Graybar Building, 


New York. Member A. B. P. and 


E. F. Gardiner 


Chicago, July 7.—E. Frank Gardi- 
ner, director of advertising and pub- 
licity for the Midland United Com- 
pany of Chicago, who was elected 
president of the Public Utilities Ad- 
vertising Association at its meeting 
in New York during the annual 
convention of the Advertising Fed- 
eration of America, has been in the 
public utility field for 11 years. 

A native of Illinois, Mr. Gardiner 
began his newspaper career in Kanka- 
kee, Ill. After about three years of 
small city newspaper work he went 
to Chicago. He became city hall re- 
porter for the Chicago Evening Post 
and later was appointed political 
editor of that paper. Later he went 
to the Chicago Tribune. When James 
Keeley left the Tribune to become 
owner of the Chicago Herald, Mr. 
Gardiner went to that paper, re- 
maining there until the paper was 
sold in 1918 to W. R. Hearst, who 
combined it with the Examiner. 

Mr. Gardiner then went to New 
York with the foreign cable service 
of the United States Committee on 
Public Information. When this gov- 
ernmental activity was discontinued 
at the close of the Peace Conference, 
Mr. Gardiner engaged in general ad- 
vertising and publicity work for two 
years. 

He entered the public utility busi- 
ness in 1921 and since 1923 has been 
in charge of advertising and pub- 
licity for the Midland United Com- 
pany and its subsidiary operating 
companies, located in Indiana and 
Ohio. 

Mr. Gardiner has been active in 
public utility association work for 
several years. He served two years 
as a sectional vice-president of the 
American Gas _ Association, being 
chairman of the publicity and adver- 
tising section. He is also a member 
of the publicity and advertising 
committee of the National Electric 
Light Association. 


Bittorf Is Elected 
by Madison Club 


Fred Bittorf, Kilgore Printing Co., 
was elected president of Madison, 
Wis., Advertising Club at the annual 
meeting. Other officers are: 

Vice-president, Arthur Worth, Wis- 
consin Engraving Co.; secretary, Le- 
lah Horning, Manchester’s; treas- 
urer, Carter Strand; directors, J. A. 
Fitschen, David Darrah, Ray Per- 
kins, Alfred Willoughby and Emil 
C. Cady. A. F. A. representatives are 
Arthur Towell and H. H. Brok- 
hausen. 


Gear Takes Sales Post 


Horace Gear, who recently retired 
as a partner of August Belmont & 
Co., where he was sales director, has 
joined Associated American Distri- 
butors, marketing subsidiary of 
Transamerica Corp., New York, as 
eastern manager. 


At Work on Castoria 


Jordan Advertising Abroad, New 
York, has been appointed to direct 
foreign advertising on  Castoria, 
product of the Centaur Co., New 
York. 


Joins C. C. A. 


School Management, New York. 
has been elected a member of Con- 
trolled Circulation Audit, Inc. 


(Picture on Page 16) 

Shenandoah, Iowa, July 7.—The 
good old familiar things are best, in 
the opinion of residents of this part 
of the country, which may explain 
why Earl E. May Nursery and Seed 
House has been able to present a 
radio act semi-weekly over Station 
KMA for more than three years. 

Furthermore, while the experts are 
crying for expensive talent, Earl 
May sticks to the clerks in his seed 
stores who from the beginning have 
filled leading roles in “The Country 
School,” his first and only radio 
offering. 

While a new lesson is taken up 
every day in the Country School, of 
which Mr. May is teacher, the back- 
ground is eternally the same. And 
urban as well as rural residents like 
the Country School, the proof being 
its recent appearance at theaters in 
Omaha and other cities. 

Mr. May, now almost as_ well 
known as Henry Field, of KFNF, his 
local rival in seeds and radio, was 
really a school teacher in his 
younger days, which probably sug- 
gested the radio act. 

Mr. May recently opened several 
stores in Omaha, calling them “trad- 
ing posts,” reminiscent of the days 
when the farmer swapped eggs and 
produce for anything he happened to 
want. 


Borden Studies 
Campaigns of 
Associations 


New York, July 8.—Difficulty of se- 
curing effective co-operation from in- 
dividual members causes most of the 
problems in co-operative advertising 
campaigns by trade associations, 
Neil Hopper Borden, associate pro- 
fessor of advertising, Graduate 
School of Business Administration, 
Harvard University, asserts in “Co- 
operative Advertising,” volume 11 of 
Harvard Business Reports, published 
by McGraw-Hill Book Co., New York. 

For that reason campaigns which 
produce immediate and discernible 
results are most successful and most 
efficient in maintaining support, he 
says. 

Case studies of 17 co-operative 
campaigns of national importance 
are presented in the book, including 
Portland Cement Association, Rayon 
Institute, Institute of American Meat 
Packers, Greeting Card Association, 
Rubber Institute, and Trust Com- 
pany Division of American Bankers 
Association. 

The author describes the economic 
background of each campaign, the 
type of organization effected for its 
fulfillment, methods of financing, de- 
tails of the advertising and promo- 
tion set-up with numerous illustra- 
tions of actual copy, the results, and 
a commentary pointing out the un- 
usual features of the campaign and 
the reasons for its success or failure. 


McK. & R. Distribution 
Plan Declared Legal 


The Federal Trade Commission 
has dismissed a complaint against 
McKesson & Robbins, Inc., Bridge- 
port, Conn., which alleged the acqui- 
sition of 52 wholesale drug houses 
was a violation of the Clayton Act. 

The drug manufacturers’ brief 
stated the company’s plan of distri- 
bution was based partly on the pur- 
chase of wholesale houses in compe- 
tition with each other and that an- 
other object was to check aggression 
by chain stores. 


Represent Kellogg 
Weil, McGinniss & Sloman, Inc., 
New York, has been appointed East- 
ern advertising representative of the 
Kellogg Group of Railroad Employe 


Publications, Chicago. 
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‘GERM EXCHANGE’ 
DRAWS PROTEST 
FROM CHICAGO 


Chicago, July 7.—Comparing cur- 
rent advertising of Individual Drink- 
ing Cup Co., Easton, Pa., with the 
famous “spit” campaign of Cremo 
Cigars, G. T. Jahnke, advertising 
manager, Liquid Carbonic Corp., Chi- 
cago, has registered a strong protest 
with the Easton company, maker of 
Dixie cups. 

Mr. Jahnke feels that his company, 
also selling to the soda fountain in- 
dustry, and having a stake in its 
prosperity, is unfavorably affected 
by advertising of this type. 

Mr. Jahnke addressed the Individ- 
ual Drinking Cup Company as fol- 
lows: 


“Negative Appeal” 


“We have noticed your recent ad- 
vertisement entitled ‘No soda foun- 
tain need be a “Germ Exchange.”’ 
We feel that in publishing this ad- 
vertisement you have, undoubtedly, 
overlooked the fact that it has a 
powerful negative appeal against pa- 
tronizing soda fountains. 

“In our opinion, it is not only a 
detriment to the fountain business 
and to manufacturers of products for 
the fountain; but, we believe that it 
will harm rather than help the sale 
of Dixie Cups because it cautions 
people against drinking at the soda 
fountain. 

“We believe that the facts have 
been very much overdrawn. Com- 
plete sterilization is never practically 
possible and even Dixies will, of 
course, carry some germs the min- 
ute they are exposed to atmosphere. 

“The point that has evidently been 
overlooked is the fact that even at 
those fountains where Dixies are 
used, glassware is also handled for 
water service, sundaes, banana 
splits, ete. 

“While it may be possible for the 
fountain to use Dixie Service for 
everything which they serve, it is 
also true that very few, if any, foun- 
tains do so. Your condemnation 
harms the business of all soda foun- 
tains, even those using Dixie Serv- 
ice in some form. 

“We feel that this ‘Germ Ex- 
change’ is in a class with the Cremo 
‘Spit Tipping’ Campaign, and we 
certainly cannot believe either of 
these will do the industry or the in- 
dividual manufacturer anything but 
harm.” 


The Dixie copy read as follows: 
Dixie Argument 


“Even a soda fountain which uses 
its drinking vessels over and over 
again can be perfectly sanitary if 
each vessel is thoroughly sterilized 
after each using. Ordinary washing 
or rinsing may remove visible dirt, 
but only live steam, boiling water or 
other complete sterilization can re- 
move germs. 

“In the words of no less an au- 
thority than Dr. Hugh S. Cumming, 
Surgeon-General of the U. S. Health 
Service, a fountain which does not 
take this necessary precaution can 
be ‘a veritable germ exchange.’ 

“Dr. Cumming says: ‘Men and 
women thoughtlessly expose them- 
selves to infection and, what is 
worse, permit their children to run 
a like risk by drinking at fountains 
where they can even see that drink- 
ing vessels are not sterilized be- 
tween users.’ 

“At soda fountains using Individ- 
ual Dixies this ‘germ exchange’ does 
not, can not exist. There is no need 
to see that these fountains use proper 
sterilization methods. Dixies are 
made clean and kept clean. Once 
used, they are thrown away. Your 
lips alone touch the brim of the 
Dixie you drink from. 

“That is why leading soda foun- 
tains all over the country are using 
Individual Dixies. You can readily 
recognize a Dixie by the smooth 
sides, rolled brim and porcelain-like 
‘feel.’ They are made in attractive 
shades of rose and gold as well as 
snow-white with blue decoration, so 


that they delight your eyes as well 
as your lips. 

“Go to the fountains that serve all 
drinks in Dixies. They deserve your 
patronage for, at additional cost to 
themselves, they are guarding your 
health.” 


Dailies Give Discounts 


Discounts for cash payments of 
local advertising accounts are being 
offered by several Wisconsin dailies 
outside of Milwaukee, instead of re- 
ducing rates. Some are offering ad- 
ditional space free to those who use 
as much space this year as last. 


Surety Appoints Agency 
Advertising of Surety Rubber Co., 
Carrollton, O., has been placed with 


Campbell-Sanford Advertising Co., 
Cleveland. 


BOND, STANDARD 
DELIVERIES, IS 
PLAN OF A.D.A. 


Chicago, July 8.—Advertising Dis- 
tributors of America, holding their 
second annual convention at the Ste- 
vens Hotel, plan to standardize de- 
liveries of samples and circulars 
through a code of standards, to be 
enforced by a policing or inspection 
staff. 

This would operate without the 
knowledge of. any individual com- 


pany. Penalties for violation of the 
proposed code would be forfeiture 
of the bond which each company 
would be required to post to guar- 
antee fulfillment of contracts with 
advertisers. 

National Biscuit Company and 
Foodtown Kitchens were named as 
two of many advertisers using the 
facilities of members. Both have 
initiated sampling campaigns on the 
West Coast, with the plan of mak- 
ing them nation-wide. 

Acting President Jean Blum, 
Blum’s Advertising Agency, San 
Francisco, said A. D. A. members 
are now equipped to serve 3,416 
cities and towns with a population 
of 84 million. 

The Government’s recent ruling 
against joint delivery of letters does 
not affect the A. D. A., it was ex- 


plained, applying only to individ- 
ually addressed communications. 


Name Paul Cornell 


Effective August 1, Paul Cornell 
Co., Inc., New York, will direct ad- 
vertising of Clark’s O. N. T. and J. 
& P. Coats threads, bias-trim, crochet 
and embroidery cottons, distributed 
by the Spool Cotton Co., New York. 


“Gazette” Aids Retailers 


Janesville (Wis.) Daily Gazette is 
publishing “Plans & Pointers,” a 
monthly mimeographed bulletin of 
merchandising ideas for Rock County 
retaiiers. 


Eldred Made President 


Harry C. Eldred, Milwaukee, has 
been elected president of Ideas, Inc., 
Des Moines, Ia., agency. 


The Baltimore Black Sox Are 
Leading the League 


—— But You Never Find Them Mentioned 
Anywhere on the Daily Sport Pages 


Only 


In the last three years the Black Sox have won two out of three post season series with major league teams, playing against 
such stars as Hack Wilson, Grove, Earnshaw, Al Simmons, Foxx of the Athletics and big Jim Weaver of the New York Yankees. 


in The NEGRO PRESS 
May Be Found the Vital News 


NEGRO LIFE 


Do you ever see a picture of the commencement 
exercises at Lincoln, Howard or Wilberforce 
Universities in the rotogravure sections of our metro- 


politan dailies? 


Do you ever find mention made of the annual 
Tuskegee Relays or the National Negro Tennis 
Tournament in the sporting pages? 


Do you see a photo of a Negro wedding or a 
prominent Negro club-woman on any daily’s society 
page’ Or are reports ever printed of the National 
Baptist Convention, the annual Colored Elks Con- 
vention and any of the numerous other colored fra- 
ternal activities in the columns of the white dailies? 


Of course not. Why? Principally because such 


news is of little interest to the dailies’ readers. 


But 


to the Negroes, it is LIVE NEWS —as vital to their 


Detroit 
Washin 
Cubans 


Newark 


sional 


*EAST-WEST LEAGUE 
w. 


Baltimore 
Pittsburgh .. 
Philadelphia 
Cleveland 


Colored people are avid baseball fans. 
support several professional and semi-profes- 
leagues. i 
Giants play at the former White Sox grounds, 
where an attendance on Sundays averages 
over 25,000. 
Stars have [ag at the Polo Grounds and 
Yankee Sta 


L. Pet. 
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They 


In Chicago, the icago 


In New York, the New York 


ium to large crowds. 


lives as the news in the metropolitan dailies is to their 


white neighbors. 


Negroes must read the news about their own life 
—social and commercial—and the only place they 
can find this news is in the Negro newspapers. That’s 
why they read these papers so religiously and are 
guided largely by their editorial policies and opinions. 

This reader interest extends to the advertising 
matter as well. Negroes regard advertising in their 
newspaper as a direct invitation to them to buy the 
merchandise advertised. It makes them feel their 
patronage is desired and appreciated, and accord- 
ingly they respond with whole-hearted enthusiasm. 

That’s why advertising “clicks” in the Negro 
Press—and will continue to do so for advertisers who 
recognize the great sales opportunities available in 


this lucrative field. 


e The Negro Press e 


Represented by W. B. Ziff Co. 


Member Audit Bureau of Circulations 


608 S. Dearborn Street, Chicago, III. 


The Nation’s Leading Negro Newspapers 


551 Fifth Avenue, New York City 
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Plymouth Sparts Ahead 


Factory shipments of Plymouth 
cars for the week of June 18 totaled 
6,700 units, an increase of 161.5 per 
cent over the same period last year. 
Retail sales for the preceding week 
increased 14 per cent. 


Toledo Agency Moves 


Advertising and Sales Associates, 
Toledo, have moved to 2128 Jefferson 
Ave. 


ARE YOU A MANUFACTURER 
_OF BUILDING MATERIALS? 


Send for our estimate of the outlook 
for 1932 construction. It shows popu- 
lation by states; state rank; commer- 
cial building construction; educational 
buildings; hospitals; industrial build- 
ings; public works and utilities; re- 
ligious construction; amount of resi- 
dential construction; recreational build- 
ings. Address Statistical and Research 
Department. . 


ARCHITECTURE 


Leading Prof 
597 FIFTH AVENUE, 


1 Journal 
NEW YORK 


“< So Economical 


that even the treasurers 
of advertising agencies 
and publishing houses 
would be amazed. 


Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. 

ie 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 
New York 


Tel. WIckersham 2-1400 


NEW GAS BOILER MAKES FURNACE ROOM SOCIAL CENTER 


One of Walter D. Teague's designs for National Radiator Corp., which is on display at the current ex- 
hibit of National Alliance of Art and Industry, New York. It is finished in French gray lacquer and 


chrome plate. 


Edits “Living Church” 


Linden H. Morehouse has been 
elected president of Morehouse Pub- 
lishing Co., Milwaukee, succeeding 
Frederic C. Morehouse, who died re- 
cently. Clifford P. Morehouse be- 
comes editor of The Living Church. 


Classifies Car Buyers 


The investigation of Chrysler 
Sales Corp., Detroit, reveals that 
salesmen are the best customers for 
the company’s cars, with farmers, 
housewives, merchants and manag- 
ers next, in the order named. 


ing field needs 


$1 a Year. 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago. 
$1 (check, currency, or money order). 
CE ten encheeaeid sekhae 
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An agency executive says: 


“You have proved the advertis- 


USE THE COUPON 


You may enter my subscription for one year. I enclose 


a newspaper.” 


. 592 Issues 


| 


| 


DEALERS AGAIN 
BEAT FURNITURE 
SHOW FOR LAITY 


Fireworks Mark Opening of 
Market 


Chicago, July 8.—Plans for throw- 
ing the American Furniture Mart 
open to the public for a furniture 
style show the week following the 
close of the summer market were 
scrapped Wednesday at a meeting of 
the Mart’s board of governors. 


Efforts to maintain prices at a 
profitable level, to merchandise 
higher quality furniture, and to pre- 
vent manufacturers from overproduc- 
ing, with consequent dumping of 
surplus stocks‘ on the market, fea- 
tured the opening days of the Sum- 
mer Market and semi-annual meet- 
ing of National Retail Furniture 
Association, which opened in the 
Mart Tuesday and will continue 
through July 16. 

Reports that a group of New York 
buyers was out to break the market 
by holding off purchases until manu- 
facturers were forced to reduce 
prices created a considerable stir. 
The manufacturers insist present 
prices are already below profit levels 
and will be rigidly maintained. 

While the reasons given for “in- 
definite postponement” of the public 
style show were lack of willingness 
on the part of manufacturers to co- 
operate and poor business conditions, 
it was generally recognized that the 
decision represents a signal victory 
for large retailers who have fought 
the idea. 

Oppose Style Show 


Despite assurances that no selling 
would be allowed at the style show, 
and prices would not be mentioned, 
retailers have waged vigorous war- 
fare against the plan. As a result, 
a poll of 586 manufacturers exhibit- 
ing at the market indicated only 71 
who might be willing to participate 
in the show, with 9 definitely op- 
posed, and 506 refusing to commit 
themselves in any way. 

A plan to limit manufacturing to 
the extent warranted by actual 
orders was formulated by Furniture 
Reconstruction Council, a group of 
manufacturers and dealers organized 


last month to study the industry’s 
problems and to encourage friendly 
co-operation in solving common prob- 
lems. 

As a result of the Council’s activ- 
ity, approximately 70 per cent of the 
manufacturers exhibiting at the mar- 
ket have agreed to produce new lines 
only to the extent warranted by 
orders, and also to supply stocks of 
older merchandise through the regu- 
lar channels instead of closing it out 
at special prices. 

Lawrence H. Whiting, chairman of 
the board, American Furniture Mart, 
is chairman of the executive com- 
mittee of Furniture Reconstruction 
Council, and Dr. A. P. Haake, man- 
aging director, National Association 
of Furniture Manufacturers, is secre- 
tary. 

Ex-officio members of the execu- 
tive committee, besides Dr. Haake, 
are R. R. Rau, National Retail 
Furniture Assn., Chicago, and James 
Ryan, Southern Furniture Manufac- 
turers Assn., High Point, N. C. 


Display New Products 


Fifty new exhibitors are numbered 
among the 586 exhibits of manufac- 
turers at the market, every furniture 
and home furnishings device being 
on display. Among the new products 
shown are a “free wheeling” bed 
made by Bassett Furniture Co., 
which depends for support on four 
wheels attached to the springs and 
not connected with the corner posts; 
a wood garden chair with the 
“spring” features heretofore asso- 
ciated only with metal furniture, 
made by Kemper Bros., Richmond, 
Ind.; and a studio couch designed by 
A. Brandwein & Co., Chicago, which 
can be converted into a full size bed 
or twin beds. 

Mengel Body Co., Louisville, mak- 
er of parts for automobile bodies, is 
introducing a new midget washer, 
the first appliance to be marketed by 
the new electric appliance division 
of the company. A feature of this 
washer, designed for small family 
and apartment house use, is a 
“squeeze-dryer,” by which water, in- 
flating a rubber bag, is made to 
exert pressure which dries. the 
clothes. 


Criticise Advertising 


Edgar S. Fessler, Northside Furni- 
ture Co., Farrell, Pa., won the first 
prize of $400 offered in a competi- 
tion to name this device. His sug- 
gestion was “Mengel Squeeze-Dry 
Washer-Dryer.” Promotion on this 
new machine is scheduled for Sep- 
tember. 

Current furniture advertising copy 
came in for several brickbats at the 


hands of dealers and manufacturerg 
alike. 

“Present methods of advertising 
are ruining the standard of furni- 
ture selling,” W. W. Morrison, Mor. 
rison-Neese Furniture Co., Greens- 
boro, N. C., said, in pleading for 
intelligent merchandising of higher 
quality goods. “Constant hammering 
at price, regardless of quality, is 
tearing down the whole structure of 
public confidence in our business.” 


Should Be Experts 


“Let us be what we should be— 
home decorators,” Mr. Morrison con- 
tinued. “As an example: for years 
we had a five-room bungalow in our 
store. The novelty wore off so we 
revamped it, installed a tastefully 
equipped club room with full bridge 
sets, and invited national advertis- 
ers to stock the kitchen. 

“The club is open to clubs or 
groups by reservation only, only one 
a day. It has been in use for several] 
months, yet there is a waiting list 
on our register.” 

Manufacturers and dealers attend- 
ing the market were confronted with 
two market dailies, as a result of 
the official franchise for the Furni- 
ture Mart being given to Furniture 
Index, Jamestown, N. Y. Furniture 
Record and Journal, Chicago and 
Grand Rapids, which has previously 
issued market dailies for both Chi- 
cago and Grand Rapids markets, is 
continuing this practice, and while 
unable to distribute them inside the 
Mart, passed them out in front of 
the building each morning. 

The fight was intensified when 
Lincoln Park officials, who had pre- 
viously given the publication per- 
mission to distribute copies in the 
street, withdrew this authority. 
Furniture Record and Journal coun- 
tered with a court order restraining 
interference by the police. 


‘Kudner Flies to Coast 


Accompanied by Ray Long and 
Peter B. Kyne, Arthur H. Kudner, 
president of Erwin, Wasey & Co., 
left Detroit July 8 in his plane for 
the Pacific Coast. 


Faxon to Liquidate 


Samuel Howard has been ap- 
pointed receiver for Faxon, Inc., Chi- 
cago agency, and will liquidate the 
business after present contracts are 
filled. 


Name Devine-Tenney 


Greenville (Miss.) Democrat Times 
has placed its national representa- 
tion with Devine-Tenney Corp. 


ACCOUNT 


EXECUTIVE 


For Chicago 
Advertising Agency 


One of the oldest agencies 
in the West, of good finan- 
cial standing, has opening 
for a man with a broad 
knowledge of advertising. 
Exceptional opportunity. 
Must be university gradu- 
ate with good background. 
Give full details in first 
letter. Members of our or- 
ganization know of this 
advertisement. 


Address Box 144, Advertising Age, 
537 S. Dearborn St., Chicago 


Gallup 
Says: 


‘“‘My surveys indi- 
cate that few news- 
papers anywhere 
compare in intensity 
of reader interest 


with The Des 
Moines Register and 
Tribune.” 


@ 245,241 A. B. C. 


am TH TH ~me oe ~~ Php 


a aa a as 


ira. F aor é pat eae : 4 ag Ai a ae ape = cess ‘ ‘Aah re EY r a Whaaore £ Meer ro et ti te ame COR a hoe pe par iedoee. soe - os i aan 
ee 5,5 * - ° ee eed ee : < is 4 3 i 4 oi wee = - 2 ; , < 
id br . . » 5 e . . be a e 
Ea Poe oe f, 
lame 
ie : A A I COLETTE BEI ASA RENE AR CN AN A I A | AR Ne A RN oc nN ne na a nen St Rt et i 
Fi aie a ee - ———— —— ET wes a - — - 
ae a ee 
peeeipa Se Po a 
ess Tana 
. “ ‘ % A : ies 
. o . 7 er es mal ae oer . ie 
we sunle ia i 
| q b - ie dy 
| page 
| i t see ‘ 
- 7 a “f » 
; ; é 5 
: = oheh - , 
u > x ae — ad 
: Ye aR ey EA < 
e . * ~ “ aa % t 
q r fen! < “ ‘ ss ie ~ a 
ai ‘ ~ Son g i 
i = ee Va FS ae Bee —_ 
ay BATES Wetec ae De ae SS ; a " es ‘ 
ecw 2 i ex F eS RA F 3 a> * vn es 2 
uo % ee Px ; Et 8 i ge a jk 
as . c ry : % ale £: Sarah ioe eae > st, J ¢ 
Se eae ie : hs » ei ~ feet 6 Lams eine Sau Ea ES eae a pass a ra ipa 
Donia tax ‘ i ‘ 7 Rae e fs : oe FSS SOs A c ESQ ; is ne 
di - SLA ks a ene Be wea za +o ‘ ‘ Stan ae i ving 
Her pe ; eee rh ey ae wee tee : eR hes t beh th Soil hae oa ; * ei 
naa ies ae ar “3 er ee BRE nig ge Sh : erates 2M. re 
ee e i oi’. ps Sg eS ee 
sai he eal BO 2 eT Boats if ee $ ae ae Se ee ee eataas ere , % ae 
ey ne ee ass om ak - er ee ee A ee = 
ae kts BEET TE ’ et Weta e cc isin rae ALA Se ate f ; a ee oe y siNea 
; i ve ; ee Es ny. Sees Je Ruut: ar 
: ee YR oe Sey y er, Sct 
: eS ad ene ad eee PS, 6 a A Ae PRE oon 3 gee Se Naee a a 
Sey Wee see alg d 4 ea 2a SURGE x poe ogee, Rei RE ae ie a " Pal aan 
~~ Mn a) eee TR een. SAIS Men eee he oc, si, 
. ~ Ne ee Ue pe MR ah hep 4 a ah Feu oy ir Moka 
ee Q ee ae TC pee in ie a RR BS es i ate 
Tae ae, tr ’ ees ite Ties Gale EN ee sco | aes ‘ nplig Fay 
rere : om . ie iig vee es eg M mer y : Ko Se a oe ee Oe ek ace ate e ea 
ee ee za eS et) ee Mo pls ee nee runes Ure UEP nat yaks 5 = SF ee ee eae ; (pn a 
We a ee a ee Be Geos Ai ten 2 ee ee Be asa 
Fs) ek ot op Sa Ole Rie. 6 LG SUF ee eaaaa eda ne Gh Ups Rr iii fbi. eee enon erie Yet Ss eee ree ingot 
: r 1 eee ey ats see * they Acai RAE oy S| eg el la Me et gst oA rate cui de ee a “ “ert y = 
por wee eg ie eg I Rn ae A Say pees 
Fa a Rigg OO agar i ae oe as ae vag! a ea ee ee 
; aia at ae ape: a ‘ FA 2 * : ba ree Oh te on ca ‘ Ba gg Bi 2 ne 
re fe gene: ao ee - oe ros a oo eae a. be SEG Dc, eas eo ee a a reer eae “a 
Nek oe Reel ee ye Pins i) rt ae gis, See ca z oe e hea pee j Bory 
pe eee is ag PE = pinnate aekeemamias a Regan”) KS ; Earns _ fee eer mead 
YS, i eae . es . ‘ Bee La es ee oe es i tig 
oa omen Pay Mie Reed Parnes Mh : rs ge 
ah etc ies +” oe i eee a ae Be et ee ee ee ar Z i : F < ae - : 
SP ee . _— es. — ‘ Ai hi Ng aera ae ‘eee ae aay * 7 lee ee hen. oar Coke SS eae es P 
eae ok..: dear a ee 5 le pMiae Bey Aee Gina 2 = * An ieee 5 ae ee Se a eee nine a al ame aah ‘ 
> pc [st ee cs oe oar Rega et ee ne 7 ; ce age ee Poa tae aS eae fie er Cee ee 
eo ee Senet om sm CE A RE NS ee eee PA yee te eee SF ailing ree ee me  e eae og te eS: Ren ce eee se OP 
i aloha Stee ba ee a eee Sie emmy er 0 EIN peepee ae t 
oe eee Oar, en er gee Site Watermelon AD ee ~ t 
ie ay 2a SE LO Re eed cosas eee”) vee Re en Fass seep | pase i> 8: 4 et a ta « n>) ia tee aoe aes ay cee te Hae <i oS aie 
Sor tes Tei hae fpr ed lee vy ies - Pee te tar ER eRe LS 2 : Gara ett a: pod ae . ee 
ee ete a ete eee Re Gt, Whe pe aos RN ee oun eee Gk |‘ 
om ee F = He, eno ae a. Po eg a ae ie oe ae em 
ay napa r , es ¢ az a aoe a onic Te ee f ad i Adee os ei 
eee es aia ‘ ee te \ be ase ; : eee i ph % ise 
Tete oy ’ t . 
ee | 
| 
a a 
an . 
Se a Sh os 
Le So At | 
| 
oe ie Prat eee 
ur) Chk 
Fiano meee 
c os -@ a 
+ 
Rivee | 
Pale 
ae : } 
ae —E_£—=#_={=£_—~——>—>=_===______=“=“=“=“___"_—“_"_"|——————————————=——_—_—_—_—_—_——"*"*"*| | 
A ns | 
i 
. 
a2 Ahi ee aa Se 
re tS oe pO 
Pn a. See 
aie 
ee mt 4 nae Pe 
et aa 
apn eam ct ti 
By fey a wih 
Ro hone 
re ea 
Pe HPL e Y 
eae. RE ae ee 
a sa Goes. 
ia ee aa) 
y 
" 
| Po 
‘ P| 
=e 
rien tS 
a 2 pe 
oe ees | 
foie 
iis | 
| 
| 
PO | 
| EEE ________ _ 
a 
a a 
a Sree = 
| po 
| 
4) are ee ota ety | Po | 
| | | 
‘ : u * ’ 4 greats oct. 
~~ ae REM inh eR ee WAR meet er en Say ech eee ag, Epi Sree ns } ene he ete CCl Ss Fee 5) oe aera gt 8p eS se orks og SA Ra Me. A Dati) Se oe aie ee tte ee i eee oe ee Pe aay AE oe 
ge Magee Set ee er eee re SN ees Sige Eee ee Oe meaty ek Baa ess Ga 2s ie ee yy eae, Sep ha pine watiet ela atgan Ne 1 NRE esa are ie es Pee 
a Ne Sa 1 a ae f ie Oy 9) v8 agen a Mie ed are NE i a end eae a Mee kg byaees i eine | on. Cee AOS. Lice te MM Mte aR Le ay eee cae TMA tah, errs eee fe 
se Was Bees se aA es eee i Birch Stee “Bet aan ek ae) A Sy ale oat nt Nee kh Eee We = ylang , ages ey) a al eee aa ee a ‘ee ee "7 i se i oe Ree ae tte aie Ni eS EN: 5 aap AR tec 0 RE ee ee aie Ba ee aye a 
ee , — 7 ra aN PM edt, Te cage, foo) eee (ot EN OIG e OE) Heke ORE Te Re mmr eae a ei Sob Mit ee Se eee eae Se te ae Po 1 Ona ha 4 foe 512 Uh eR Raa Me Te ar eo we 5 it hee ae is en, 
a hme Pies oe ae Sa a lea ia SR cP eC  -  o~ P etA e eei CScy  e e  aem Seeae hata oe ey en ere aus o 
. Pat een BA ae. ages. 2 He RM Oe 2 a ht a ei, Sl ee YEO he Pee ateee wer pe oN hale Maa ec ate Ma. Aes. ie eR iat sic, eine oe <r eS er 1 pera eee ee 
: ae ea se} GANS hs ai 2 eal: ag oe ORES 7 si Came hig! Wal Ak kt oe a ig: 6 te i Ran gah ere «a MN ream tet ore ol TSN mna ane is, cus eae anes) helt ee er pee lc cei: oe ae ns a ee, Sap eRe A ea An 
a mt : AL Se Ae ke ee a * Page Sr ae reg aa EOE Gy fens ee Oe ES ete ES eee, 3 te ee ee Ee ge 1 Reh poeta pen aT eo Teper NE Sn eae agent emp ed eR cate Mit it, Gates Deegan Be lee 
- eee Piet CR) et eee SA? eS ie ig ee F : . ete FSA ue he ty ae 2 ere ai ¥ ae Fe oes 5 ea aad Creiea iE 6 ap i! BO Ph oa ee eas i 3 i gin Dit i a a et ee ati at . Sea eras ok ed 
NE eh. Migs Ss, Foals eet Ee ee 25 = ee hon Pe oes ae Rares re Digan Ag eile Orgs 8g ‘ cane ae gee ad eg OO * RR ER es ees eee Sys ea Set ee a eee Poa RS RRR yogic: abe ily Soe 
Bar: & Cee Aig ec? se ao = San ORs Wy ea ae ap e bay 4 at ek ma ete da, 2 Coan SA el ee ey fren Oe atime Sane ae Mae TOS eee Sew ly: 2 aa He dias 2 BS Ol en ee oe ti ot cig aae: are foes Ee eee! Pa an 
eg, Geen A RN Se eee ee tek ae eS, Ss ge Se Ser ks Juba 7 a5 Mea ee Oued Bee ee eS . 5. OL ee a katt Fe Bias ee An aur aS ae a Ra Sa ae en Ah (NE SR tee cre ee en 2 Pals a acyl a Pt ee 


July 9, 1932 


ADVERTISING AGE 


15 


memes 


Government 
Reports 


Construction Industry 


Fifteenth census of the United 
States, 1930: Construction industry, 
State series, Idaho. 1932. 16 pages. 
(Census Bureau.) 5c. 

Covers tables showing construction 
business of reporting establishments 
during 1929, by class of ownership 
and type of work, construction busi- 
ness during 1929, by location, con- 
struction business outside home State, 
by location, etc. 

Fifteenth census of the United 
States, 1930: Construction industry, 
State series, Ohio. 1932. 71 pages. 
(Census Bureau.) 10c. 

Gives number and salaries of pro- 
prietors, firm members, and salaries 
employees, 1929, wage earners, by 
months, and wages paid during 1929, 
expenditures of reporting establish- 
ments, 1929, ete. 


Agricultural Commodities 


Fifteenth census of the United 
States census of distribution, dis- 
tribution of agricultural commodi- 
ties, assembling of butterfat through 
cream stations. 1932. 36 pages. 
(Bureau of the Census.) 10c. 

This report on the assembling of 
butterfat by cream stations and con- 
centrators is one of a series of re- 
ports on the distribution of agricul- 
tural commodities. The statistics were 
collected in 1930 as a part of the 
Census of Distribution, in connection 
with the Fifteenth Decennial Census, 
and the data presented are for the 
year 1929. The report presents the 
data on this business by States and 
counties. 


Census of Distribution 


Fifteenth census of the United 
States, 1930: Census of distribution, 
wholesale distribution, State series, 
Idaho. 1932. 19 pages. (Census 
Bureau.) 10c. 

Gives explanation of classifications, 
definitions of types of wholesale es- 
tablishments, explanation of terms, 
explanation of tables, and numerous 
tables giving statistics, including 
wholesalers, by kind of business, 
wholesale trade, by kind of business, 
wholesale trade, by type of establish- 
ment, etc. 


Imports 
Relation of duties to value of im- 
ports. 1932. 123 pages. (Tariff 
Commission.) 10c. 


A comparison of the equivalent ad 
valorem of rates of duty in 1929 and 
in the period October, 1930, to Sep- 
tember, 1931, on articles dutiable 
under both or either of the tariff acts 
of 1922 and 1930. 


— 


Benton & Bowles 
Increase Their Staff 


Lucian King, service and merchan- 
dising, Herbert Polesie, radio, Loring 
Pratt, director of institution adver- 
tising, Edward F. Hudson, market- 
ing, and Maurice F. Hanson are ad- 
ditions to the executive staff of 
Benton & Bowles, Inc., New York. 

Messrs. King and Pratt came from 
Erwin, Wasey & Co. Mr. Polesie was 
formerly director of continuity of 
the Judson Radio Program Co. Mr. 
Hudson was with Batten, Barton, 
Durstine & Osborn, while Mr. Han- 
son represented Paul Block news- 
papers. 


Caldwell Demonstrates 
Talking Telegrams 
Orestes H. Caldwell, editor-engi- 


neer, demonstrated talking  tele- 
grams over a Columbia network 
July 9. 


They are made by recording tele- 
Phoned dictation which is then 
transmitted over telegraph wires and 
recorded at the delivery point for 
transmission to the addressee by 
telephone. 

The same apparatus can be 
adapted to automatic secretarial serv- 
ice. 


“Household Guest’? Sold 


Household Guest, Chicago, has 
been purchased by Mother’s Home 
Life and will be consolidated with it 
as Mother’s Home Life and the 
Household Guest with the August 
issue. 


Dunlap Heads “Rotarian” 


Walter F. Dunlap, president of 
Klau-Van Pietersom-Dunlap Associ- 
ates, Milwaukee agency, has been 
named chairman of Rotarian, official 
Publication of Rotary International. 


Macdonald Joins Daily; 


Monahan to East 


Hedges Macdonald, formerly East- 
ern editor of ADVERTISING AcE and 
copywriter with the J. Walter 
Thompson Co., has joined the edi- 
torial staff of the Southbridge 
(Mass.) News. 

Harold Monahan, of the Chicago 
staff of ADVERTISING AGE, has been 
appointed Eastern editor. 


“Collector” Sold 


Collector, Franklin, Minn., publica- 
tion for stamp and curio collectors, 
has been sold to Hobbies, Chicago. 


“Press” Appoints Clark 


Thomas F. Clark Co. has been ap- 
pointed national advertising repre- 
sentative for McAllen (Texas) Press. 


Organize Studios 
C. Burchard Hungerford, Tracy 
Brown and Merle Whipple have 
formed Northwestern Studios, adver- 
tising art, at Grand River and Joy 
Rd., Detroit. 


Grimes Is Colonel 


J. Frank Grimes, president, Inde- 
pendent Grocers’ Alliance of Amer- 
ica, Chicago, has been appointed a 
Colonel by Lieut-Gov. Chandler, of 
Kentucky. 


Jacobs Is Decorated 


Wendell W. Jacobs, Rocky Moun- 
tain News, Denver, has been deco- 
rated with the order of the Purple 
Heart for wounds received in the 
a which resulted in loss of his 

and. 


Complete Survey 
of Buying Habits 

Fitzgerald Advertising Agency, 
New Orleans, has completed a survey 
of New Orleans for the Times-Pica- 
yune. 

The tendency to make purchases 
of certain products on given days of 
the week is one of the features dis- 
cussed. 


Informal Luncheons 
Popular with Club 


The informal luncheon meetings 
inaugurated by Mary Coffey, presi- 
dent of the Women’s Advertising 
Club of Chicago, are proving a popu- 
lar summer feature. 

The gatherings are held in the 
Walnut Room, Marshall Field & Co., 
every Wednesday. . 


Hughes Promoted by 
“Nation’s Business” 

Ed J. Hughes has been appointed 
Eastern advertising manager of 
Nation’s Business, Washington, D. C., 
succeeding Roy Walker, who has be- 
come publisher of Grade Teacher, 
New York. 

Mr. Hughes has been on the New 
York sales staff. 


J. W. Leonard Dies 


J. W. Leonard, founder of Who’s 
Who in America, died in New York 
July 1. He was 83 years old. 


Sauselle Joins Nagel 


William C. Sauselle has joined 
George C. Nagel & Associates, St. 
Louis, as account executive. 


To insure representation, reserva- 
tions should be made now. 
$110 a page, $60 a half-page, $35 a 
quarter-pase. 


HOSPITAL MANAGEMENT 


The Pre-Convention Issue of 


HOSPITAL MANAGEMENT 
Goes to Press August 5th 


T 


HE thirty-fourth annual convention 

of the American Hospital Associa- 
tion and allied groups will be held in 
Detroit, September 12 to 16. 


Complete details of the program, list 
of exhibitors and other convention ma- 
terial will appear in the August 15th 
issue of HOSPITAL MANAGEMENT. 


Since this issue will reach hospital 
executives throughout the country 
about two weeks before they leave for 
the convention, and since it will, as al- 
ways, create extraordinary reader inter- 
est, it offers exhibitors and others selling 
to the hospital field an unusual opportu- 
nity to attract attention to their products 
at a time when buying for the coming 
year is being planned. 


The practical journal of administration 


537 S. Dearborn St., Chicago 
The only hospital journal member both A.B.C. 


Rates are 


Graybar Bldg., New York 
and A.B.P. ; 
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PRIZE WINNERS IN KAYSER'S $3,300 WINDOW CONTEST 


PHOTOGRAPHIC ~ : 
REVIEW OF THE em SI 


Stretches to fir 


WEEK 


HUMAN INTEREST IN NEW COUNTER CARD 


Kickernick., 
Patented Underdress 
for 
Active 
Little 
Bodies 


Winget Kickernick Co., Minneapolis, is distributing this counter card 
by Bertram Dorien Basabe, Chicago, to dealers. A considerable 
advertising campaign is to come later. 


NEW YORKERS PAUSE AT THIS 


t 


Kresge Department Store, Newark, (above) won first prize of $1,000 in the first group in the contest 
conducted by Julius Kayser & Co., New York. First prize, $750, in the second group, cities under 
100,000, was taken by Crosby Bros. Co., Topeka, Kan. Jerome E. Walter and W. A. Montgomery 
were the winning display managers. Gay S. Walton, advertising director for Kayser, handed the 
contest. 


A 24-sheet bank poster now current in Gotham. COUNTRY SCHOOL CAUGHT DURING A BRIEF RECESS 


FEATURE PACKAGE IN NEW CAMPAIGN 


The new “easy-open™ package (right) will be given prominence in a : 5 
new Gaedies tebe launched Eon br N. W. Ayer & Son, using all Earl E. May's popular radio act. 
mediums. (Story on Page 12) 
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